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woman's onn 
2,454,597 


AUDITED NET SALE (JAN-JUNE 1956) 


WOMAN’S OWN gives advertisers a 
100°,, direct-to-women sale which is 
read by well over a quarter of the 
country’s womenfolk. No wonder advance 
bookings in WOMAN’S OWN are 
higher than ever before ! 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2. 
TEMPLE BAR 4363 (40 LINES) 
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SIGNGRAFT 
LETTERPRESS 


and Typography 


SWINDON SIGNCRAFT LTD. § 
Swindon 3282 


CONTROLLED CIRCULATION 


How long will 
‘puffs’ hold 
the readers? 


Sir,—Following your Survey 
of the Controlled Circulation 
Press (August 10), may I offer my 


definition of controlled circula 
tion? 

Controlled circulation has 
come to be identified with: 
(1) free circulation to selected 
readers or business houses; 
(2) abbreviated editorial, usually 


related to advertisements appear- 
ing alongside the text; and 
(3) response to advertisements 
channelled through the  pub- 
lisher’s office, so that he can 
measure “pull” and use this as an 
advertisement sales weapon. 
Much more important than a 


definition, however, is the ques- 
THIS WEEK 
Armchair campaign uses lazy men 
—page 26. 
NEXT WEEK 


Copytaster reviews the silly-season. 


tion “Why 
lation win 
Britain?” 

There would seem to be two 
reasons: (a) the very real limita- 
tions imposed on individual circu 
lation totals by competition; 
which inadequacies encourage 
(b) the withholding of circula- 
tion figures or, alternatively, the 
making of exaggerated claims, 

These all-too-common practices 
have so irritated publishers who 
want to be open with advertisers 
about circulations, and who know 
that, in the face of competition, 
their own has reached the peak 
possible in that field, that they 
have been forced to seek a 
counter measure. 

Controlled circulation provides 


did controlled circu 
support in Great 


when you use . 


You can 


that. It overcomes (a) by the free 
issue Of copies to the whole use 
ful readership of the market, and 
(b) by disposing of reticence or 


bluff. which are no longer con- 
venient. 
Any move to provide adver- 


tisers with honest figures plus the 
maximum possible value for their 
outlay is worthy of every encour- 
agement. 

The survival of a trade publi- 
cation depends first and foremost 


on its editorial content. The 
abbreviated. almost mail order 
style of editorial used by con- 


trolled circulation publications is 
undoubtedly valuable to the hard- 
pressed buyer or technician, but 
one wonders how long reader 
interest can be maintained by 

“puffs,” particularly as the supply 
is not inexhaustible. 

More hopeful of lasting the 
course seems to be the com- 
promise which employs free dis 
tribution to the same carefully 
selected readers. but continues to 
provide the full-length editorial 
that formerly attracted sub- 
scribers. If this editorial appeals 
to those extra readers, hitherto 
denied to one thro+gh competi 
tive activities, the p.rpose of the 


publisher is achieved for the 
advertisements will be more 
widely seen. 

Coaching Journal & Bus 
Review, nine months ago, 


adopted this modified form of 
controlled circulation, which it 
terms. “Selected Readership.” 
This monthly remains a_ trade 
journal in the fullest sense. 
H. H. WarTson, 
Advertisement manager 
Coaching Journal & Bus 
Review, London, E.C.2. 


A bluff—or 


reality? 


Sir, — In R. MacDonald Wat 
son's excellent article (Survey of 
the Controlled Circulation Press) 
he states that no publisher has 
ever offered him the opportunity 
of seeing orders for subscriptions 
in order to establish good faith. 

There may be good reasons for 
or against such coercion, but we 
have found that where advertisers 
are in doubt, this method has 
been offered, but in no case has 
anyone accepted, presumably be- 
cause it may be considered a 
game of bluff. 

However, | would like to give 
Mr. Watson the opportunity of 
scrutiny. He might feel that he 
has condemned all publishers of 


1't miss 


A Slick... ‘ To The Editor.. 


his acquaintance, but his sincerity 
of purpose has at least one house 
that accords his ideas, and would 
listen to any similar request from 
any other potential advertiser. 
Incidentally, we are members 
of the ABC. 
G. H. BalLey, 
Managing director. 
Croner Publications Ltd. 
Kingston, Surrey. 


‘Proved’ figures 


Sir,—In your very informa- 
tive survey of Controlled Circu- 
lation I think an important point 
has been omitted. In the section 
describing how journals by name 
in the catering and other indus- 
tries “prove” their circulation 
figure, i.e. by printer's affidavit, 
postal receipt, etc., you do not 
mention membership of the 
Audit Bureau of Circulations. 
This is after all the recognised 
way 

S. W. FRANCIS, 

Advertisement manager. 

Hotel & Restaurant Management, 
Blandford Publications Ltd. 


What are the 
advantages ? 


Sir,—The extremely interesting 
articles in your Survey prompt 
these questions: 

Do advertisements in cc 
journals offer more  attention- 
value than those in paid circula- 
tion journals? 

Since, as R. MacDonald 
Watson rightly suggests, c-c 
journals are a form of direct mail, 
can advertisers get results from 
them at as low a cost as from 
direct mail offers which are pre- 
pared for and addressed specific- 
ally to hand-picked prospects? 

Can publishers of c-c journals 
produce figures showing what 
percentage of their distribution is 
not covered by any other pub- 
lications serving the same 
interests? 

Is it true, as J. A. Clarke im- 
plies, that the editor of a c-c 
journal knows his readers better 
than the editor of a comparable 
paid-for paper? 

Do prospects spend more or 
less time reading a paper which is 
sent to them free—whether they 
want it or not—than one they 
pay for? 

Do firms who contemplate 
publishing c-c journals really 
satisfy themselves that there is a 
genuine need for them which is 


Sprima Spstol Sbeity = A 
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SIGNCRAFT 
SILK SCREEN 


SWINDON SIGNCRAFT LTD. 


Swindon 3282 


not already 
journals? 
If the c-c 


met by existing 
movement spreads, 
when will saturation point be 
reached, and which type of 
journal will survive? 

Having raised these questions, 
may I comment on them? 

Attention-value: The same- 
ness of the make-up of c-c 
journals tends to make them 
monotonous, whereas well-edited 
and presented paid-for journals 
are ever-fresh and have far more 
human interest. Furthermore, a 
man is more likely to read a 
paper he pays for than one which 
is sent to him voluntarily. There- 
fore, it seems to me that, on 
balance, a paid-for journal offers 
its advertisers more attention- 
value than a c-c equivalent. 

C-c versus direct mail: The 
scale of distribution of some c-c 
journals is so big—bigger in 
some fields than paid for equiva- 
lents—that certain advertisers in 
them must pay for a substantial 
readership which is of little or no 


value to them. In such cases, 
direct mail offers, prepared for 
and addressed specifically to 


hand-picked prospects, should 
bring results at a lower cost. 

Non-duplicated readership : 
This, it seems to me, is a vital 
question in that the only real 
justification for c-c journals is 
that they break entirely new 
ground. Is this true of most of 
them? Do they, in fact, provide 
previously untapped readership ? 
Il very much doubt it. 

Editor and reader: A compe- 
tent editor of a paid-for journal 
should know his readers just as 
well as the editor of a c-c journal. 
He realises that they buy his 
paper for the latest news, develop- 
ments, methods and equipment 
in their frade or industry ; corre- 
spondénts, trade associations and 
letters from readers keep him in 
close touch with the interests, 
needs and problems of his public. 
And I suggest that c-c journals 
are distributed to just as mixed 


@ Continued on page 46 


@s direct 


as direct 
mail can be 
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Trapinex point-of-sale displays are 
Susunet Gory ali ynar ; cleverly constructed for pleasing 
ao ay resentation and strong sales appeal 
a gs P ng , 
ne [ from original designs produced by 
\% | Helix Ly : our unique team of artists and 
i . 


designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


_ TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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The space-buyer’s 
“text-book” town! 


Nowhere in Britain is there a more ideal combination 
of advertising circumstances than in Oxford. 


1 The people are prosperous—!07,000* spend more than 
£17,000,000 each year. 


2 There are ample retail outlets—I ,033 to be exact. 


Nearly 90%, coverage can be obtained by using one 
newspaper—the Oxford Mail. 


When you need to heavy up in the provinces, Oxford 
and the Oxford Mail give you a ‘‘ text-book"’ answer. 


The Mail is the only “evening” published in the county. 
It covers the thriving industrial areas and the rich 
surrounding farmlands effectively and economically. 


% The total population of the County Borough of Oxford is 106,900. 
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on Screen Punting 


PRIESTLEYS 


London — Tel. TRA. 4277/2 
Birmingham CEN. 1941 
Cheltenham Manchester & Cardiff 


MORE PAGES FOR ALL UNTIL DECEMBER, THEN— 


‘END OF NEWSPRINT CONTROL IS 


EXPECTED’ 


SAYS 
BISHOP 


But problem of small users’ supplies 
may lead to hitch again 


A NNOUNCING an increase in newsprint supplies for news- 

papers over the next rationing period, F. P. Bishop, MP, 
chairman of the Newsprint Rationing Committee, states : “The 
period—August 19 to December 9—is one of 16 weeks only, 
as Government control of newsprint consumption is expected 


to end in December.” 

Permitted paging is being in- 
creased to the basis of 10 (at 
present 9) pages per issue for 
large-format daily newspapers 
priced at not more than 14d. per 
copy and 124 pages (at present 
114) for. large dailies at present 
not more than 2d.; and there is a 
corresponding increase for news- 
papers in other categories. 

If consumption seriously ex- 
ceeds supply during the period, 
the Newsprint Supply Company 


ONLY £150 OFF THAT 
‘TWO FREDS’ RECORD 


Only £150 is needed now to 
bring this year’s “Two Freds” 
cricket match programme total 
up to last year’s record of 
£3,877 7s., reports John Sime. 
Latest details, and the list of 
players, are on page 4. 


will call for a voluntary percent- 
age cut in the permitted paging. 

Mr. Bishop states that the 
directors of the company are 
actively considering measures to 
be taken should Government con- 
trol end in December. An an- 
nouncement on this matter will 
be made soon. 

It is understood that by far the 
most important obstacle to the 
ending of controls is the failure 
of the newspapers, so far, ta 
agree among themselves. 

A Board of Trade statement 
recalls that “the President an- 
nounced on August 15, 1955, that 
the Government intended to re- 
move all statutory controls over 
the delivery of newsprint and the 
size of newspapers, provided that 


satisfactory arrangements could 
be made among the newspapers 
to meet the need of the small 
users. Such arrangements have 
not yet been made.” 

Stanley Bell, a director of 
Bowater’s, states categorically: 
“Either we must have agreement 

@ Continued on page 5 


AA CONFERENCE 1957 


ference committee for 1957. 

Asked about his plans, Mr. 
Nye said this week that he in- 
tended the conference to be 
“like last (ime—only better.” A 
conference committee would be 
announced later. 

Mr. Nye has had an all round 
experience of the advertising 
business. He has been a 
magazine space-seller and an ad- 
vertisement manager, was be- 


‘LIKE LAST TIME — 
—ONLY BETTER’ 


G. Vernon Nye, sales promotion and adver- 
tising manager of Shell Mex and BP Ltd., has 
accepted the invitation of the Advertising Asso- 
ciation council to act as chairman of the con- 


.G. Vernon Nye 
fore the war with Stuart Adver- 
tising Agency Ltd., and was 
also manager of the Regent Ad- 
vertising Service. 

He is on the Advertising 
Association’s executive com- 
mittee and library and member- 
ship sub-committees, the coun- 
cil of NABS, and the council 
of the ABC. 


Bid for US transport ad rights 


A. E. Abrahams, chairman and 
managing director of Abrahams 
Publicity Holdings Ltd. and a 
director of Nevin D._ Hirst 
(Advertising) Ltd. is to fly to New 
York tomorrow (Saturday). He 
will be met by members of the 
National Association of Trans- 
portation Advertising Inc. 

Talks will follow which are 
expected to result in special 
advertising facilities for British 
exporters on transportation 
throughout the United States, 


using members of the National 
Association of Transportation. 
Mr. Abrahams said this week: 
“I have felt for some time that 
the availability of facilities for 
British advertising on the Ameri- 
can transport system would be of 
the greatest possible benefit to 
United Kingdom exporters. By 
carrying out a full advertising 
campaign on transportation in 
the USA, more markets can 
become available for dollar- 
earning British products.” 


OTHER NEWS 
HIGHLIGHTS 
@ New president 
of NABS... p.4 
@ Minister to ‘vet’ 
Piccadilly signs... P+ 5 
@ Export warning from 6 
Scandinavia . . . P- 
@ TAM-Nielsen figures 
for Manchester TV... P+ 7 
Graphic Arts — page 39; 
Mainly Personal—page 40 ; 
Current Advertising—page 44 


COMPLETE LOCAL AUTHORITY COVERAGE 
PUBLIC SERVICE 


The official Journal of NALGO 
over 250,000 copies monthly 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.| GROsvenor 3877 


ee 3 PO] 
: a Pe - 
a aa mark 
 . mark quality 
me PRestieys a J 
TS Ay 
fF a) 
| | —EEE 
ij ae a —_ a cask Pa 


ADVERTISER'S WEEKLY 


‘The Sixth 
Test’ 


Lord Luke, newly-elected 
president of NABS, has sent 
a message to the organisers 
of the “Two Freds” cricket 
match — the Fleet Street 
Column Club—for inclusion 
in this year’s programme. He 
says about the match : 

“I think it is not inappropri- 
ate to call it the ‘Sixth Test’ of 
1956 ... 1 am grateful to the 
club and to all the individuals 
concerned, for preparing what 
I trust will be a good money- 
spinners’ wicket.” 

Other messages for the pro- 
gramme have come 
Lord Mackintosh, president of 
the Fleet Street Column Club, 
and Peter May, England’s 
captain for the South African 
cricket tour. 

Contributors include John 
Arlott, Frank Butler, Frank 
Rostron, Roy Uliyett and 
Tom Webster. 


£40,000 FROM ANNUAL APPEAL 


Lord Luke is elected 


president 


of NABS 


Lord Luke is the new president of the National Advertising 
Benevolent Society. He was elected at the Society’s annual general 
meeting on Thursday of last week, and succeeds E. J. Robertson, 
chairman of Beaverbrook Newspapers, under whose presidency the 


Appeal produced over £40,000. 

New vice - presidents elected 
were: Sir Frederic Hooper and 
L. J. Cadbury. 

The following officers were 
elected: chairman of council, 
W. A. Messenger ; vice-chairman 
of council, J. M. Beable; hon. 
treasurer, H. A. Oughton ; hon. 
secretary, H. L. Clarkson; and 
assistant hon. secretary, Miss 
B. S. Fielding. 

The following were elected or 
re-elected to the council: E. Glan- 
vill Benn, Ronald B. Browne, 
C. P. R. Crane, W. C. G. Drew, 
Miss G. Ferguson, Harris Kam- 
lish, R. A. Loader, Stuart 


NEW FACES IN THE ‘TWO 
FREDS’ TEAMS 


The teams have been announced this week by the two captains, 
P. S. M. Auld (Advertisers & Agents XP and H. H. I. Gibbons (Press 
& Print XI), for the “Two Freds” cricket match at Hurlingham on 


Wednesday, September 5. 

As usual, both sides include 
some county cricketers, with the 
rest coming from top-class club 
sides, so spectators should be 
sure of an entertaining day’s play. 

The Advertisers & Agents side 
includes three new faces to the 
match—C, J. Kenny, of Essex, 
C. Gurr, and Barry Darewski. 

All proceeds from the match, 
which is organised by the Fleet 
Street Column Club, will go to 
NABS. 

The teams on the day will be 
chosen from: 


Press and Print’ XI 
H. H. I. Gibbons capt.) (Ber- 
row’s Newspapers Ltd.). Worces- 
tershire C.C.C. 
P. Auster (Reader's Digest) Free 
Foresters C.C. 
ij oe rare (Sunday Express) 
E, Grinstead C.C 
John Bowden (Amalgamated Press 
Ltd.) Old Citizens C.C. 
B. Brocklehurst (George Newnes 
Ltd.) Somerset C.C.C. 
Gavin Doyle (House and Garden) 
Eton Ramblers C.C. 
P. Nicholas (Daily 
Southgate C.C. 
G. Sherren (Business Publications 
_?> ) Beckenham C.C. 
Ww. x, _Stephenson (Time-Life) 
“Ai C.C 
M. J. A. “Walters (Kemsley News 
papers Ltd.) Highgate C.C. 
P. Westerman (Fine Art En- 
wt Ltd.) Surrey C.C.C 
. T. J. Wright (C. & E. Layton 
L ta. ) Knowle & Dorridge C.C. 
Advertisers and Agents XI 
'P. S. M. Auld (capt.) (Auld and 
i ag’ | Ltd.) Stoics C.C. 
P. Bancroft (Mobil Oil Co. 
Ltd. = Reigate Priory C.C. 
W. G. ii (E. W. Barney Ltd.) 
Byfleet C 


Express) 


J. H. Clark (Lintas Ltd.) Black- 
heath C.C. 

B. Darewski (G. S. Royds Ltd.) 
Incogniti C.C. 

V. C. Geeson (Dudley Turner and 
— Ltd.) St. Andrew's, Burgess 

ill. 

C. Gurr (Graham and Gillies Ltd.) 
Surafa C.C. 

P. Isherwood (Horlicks Ltd.) 
Bucks. C.C.C 

Cc. & Kenny (S. H. Benson Ltd.) 
Essex C.C.C. 

H. W. Louis (S. H. = Ltd.) 
Hampton Wick Royal C 

L. Nash (London Press Exchange 
Ltd.) Old Grammarians C.C. 

N. C. Royds (G. S. Royds Ltd.) 
M.C.C. 


Mander, W. Memory, Miss E. 
Nowell, Vernon Nye, Mrs. A. E. 
Pearce, G. R. Pope, F. Howard 
Potter, Miss F. A. Sangster, 
G. Lindley Sparkes, R. C. Sykes, 
C. W. V. Truefitt, J. L. Verrinder 
and F. Geoffrey Wills. 

In the NABS annual report for 
1955 it is noted that the Midnight 
All-Star Show on April 26, 1956, 
produced £16,500. 

“The Fleet Street Column 
Club,” says the report, “excelled 
itself and as a result of the now 
traditional “Two Freds’ cricket 
match played on September 7 at 
Hurlingham our funds benefited 
to the record’ extent’ of 
£5,017 12s. 3d.” 

In thanking the meeting for his 
election, Lord Luke said that he 
would do all in his power to 
further the development of the 
Society, whose work he held in 
high regard. 
The meeting 
passed a vote 
of thanks to 
the Hon. Max 
Aitken—who 
had acted as 
deputy presi- 
dent during 
Mr. Robert- 
son’s absence 
due to illness 

for his 
work during 
the year. A 
special mes- 
sageofthanks 
and good 
wishes was sent to Mr. Robertson 
through Tom Blackburn of Beaver- 
brook Newspapers. 


Lord Luke 
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This 
holder was designed and produced 
by Leon Goodman Displays Ltd. 
The holder is a representation of a 
Viscount fin and rudder bearing the 


new Aer Lingus timetable 


company’s markings. The materials 
used were hardboard and timber. 


NPA offer to 
be discussed 


At a meeting on Friday an 
offer was made by the Newspaper 
Proprietors’ Association in reply 
to the wage claim submitted by 
the Unions in the Printing and 
Kindred Trades Federation. 

Most of the employees of 
national newspapers working in 
London and Manchester are 
affected by the claim. 

A reply to the offer will be 
given at a meeting on August 31. 

The unions concerned are the 
Association of Correctors of the 
Press, the National Society of 
Electrotypers and Stereotypers, 
the National Society of Operative 
Printers and Assistants, the 
National Union of Journalists, 
the National Union of Press Tele- 
graphists, the National Union of 
Printing, Bookbinding, and Paper 
Workers, the Society of Litho 
Artists, Designers, Engravers, and 
Process Workers, the Amalga- 
mated Engineering Workers, and 
the Electrical Trades Union. 


Only £150 needed to equal 1955's programme record 


It’s a race against time this 
year with the “Two Freds” cricket 
match programme. Another £150 
are needed to beat last year's 
record of £3,877 7s. 

The total has risen by £50 a 
day since last week’s issue, and 
more than 180 firms and indivi- 
duals have so far supported the 
programme. Twelve full-colour 
pages and over 30 two-colour 
pages have been booked. 

There’s still time for the “last 
men in” to find a place in the 
programme “team,” and strike a 
blow for NABS. John Sime 
appeals to those who want to 
play to ‘phone him at Waterloo 
3388. 

Latest list of supporters is as 
follows: 

A 
Alan Betts Ltd., Associated TeleVision 


Ltd., Auger & Turner Ltd., Auld & 
Tilbury Ltd. 


Bath & Wilts Chronicle and Herald, 
Charles Barker & Sons Ltd 


¢ 
C. R. Casson Ltd. 


D 


Day & Wilkins Ltd., 
Sons Ltd. (Richmond and Twickenham 
Times, Thames Valley Times, Brentford 
and Chiswick Times) Direct Photo- 
Engraving Co., Ltd 


Dimbleby & 


E 
Elliott Advertising Ltd 
F 
The Robert Freeman Co., Ltd. 
G 
Glovers Advertising Ltd., 
Gotch Advertising Ltd., 


Gordon & 
Greenlys Ltd. 


H 
James A. Hodgson Ltd 


Havas Ltd., 


Kidds bn is Lid 


L 
Lintas Ltd., Ellis Lloyd Advertising 
Ltd., London Press Exchange Ltd. 
M 


McCann-Erickson 
C. Mitchell & Co., 
(Advertising) Ltd. 


Advertising Lid., 
Ltd., George Murray 


o 
Outdoor Publicity Lid 
P 
Joshua B. Powers Ltd 
Ss 
Smee’s Advertising Ltd., Spicers Ltd., 
G. Street & Co., Ltd 
T 
Time-Life “International Ltd 
w 


Willing’s Press Service Ltd 
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Minister to see designs for new sites 
in Piccadilly before approval 


The Minister of Housing and 
Local Government, Mr. 
Duncan Sandys, has de- 
clined to approve an appli- 
cation for two new electric- 
sign sites in Piccadilly 
Circus until he is able to 
“vet” the signs which it is 
intended to place there. 

The applicants, Claude-General 
Neon Lights Ltd. said this week 
that they were “delighted” with 
the Minister’s decision, which 
they regard as “an approval in 
principle.” 

But the Minister, announcing his 
decision, said that it was not 
the practice—for “reasons of 
amenity”—to give “general ap- 
proval for illuminated adver- 
tisements of an unspecified 
nature”—although he agreed 
that Piccadilly Circus was an 
area already dominated by illu- 
minated advertisements and the 
signs would not be “out of 
place.” 

The latter was Claude-General’s 
contention at a public hearing 


The proposed sites for the new signs are shown in 


®@ Continued from page 3 


in May of an appeal by them 
against the decision by West- 
minster City Council to refuse 
permission for the sites to be 
erected. 

The sites are on the eastern 
section of the facade of the 
Criterion Building. 

Now Claude-General must make 
a fresh application for the use 
of the sites to the City Council 
and the Minister. This applica- 
tion must specify the particular 
signs they wish to display, and 
advertisers are being sought to 
use them. 

This is believed to be the first 
time that such a situation has 
arisen in connection with sites 
in Piccadilly Circus, which are 
mostly of long standing. 

It is another indication of the 
growing opposition to outdoor 
advertisements at Ministerial 
and the lower levels of local 
authority, for the Circus has 
long been regarded as an area 
of which signs are an integral 
part. 

- > - 


Mills & Rockleys Ltd. have been 


the “Criterion” sign. 


told by the Minister that sites 
for which they applied in Hol- 
brook Street and Derby Road, 
Heanor, Derbyshire, would be 
“very prominent” and “exces- 
sive” added to the several exist- 
ing displays at those points. 
Even the local authority, Heanor 
Urban District Council, could 
only describe them as “detri- 
mental to local amenities” and 
“a distraction to drivers” on 
the adjoining classified road 
when they refused pe 
for the displays originally. 
Mills & Rockleys had appealed 
to the Minister against this de 
cision. 


* - * 

Fife County Council is to attempt 
to limit poster displays for en- 
tertainments to approved 
panels in each area. 

Shows, circuses, fairs, meetings 
and other local events will be 
featured on such panels. 

The General Billposting Co., 
Litd., has been contacted to 
arrange suitable sites, and one 
area is to be used as an experi- 
mental one for the plan. 


white on the right of the picture and to the left of 


‘End of newsprint control expected in December’ 


on this issue, or controls 
have to continue.” 

The negotiations, which are 
still proceeding, are greatly com- 
plicated by the fact that the 
original contracts between sup- 
pliers and consumers of news- 
print are out of balance, involv- 
ing supplies from different coun- 
tries, for varying amounts, over 
different periods, and at different 
prices. 

J. C. Wood, secretary of the 
Newsprint Rationing Committee. 
said the fact that certain news- 
papers were not at present using 
their full permitted paging would 
not of itself be sufficient to justify 
the increased paging. 

It was expected that this year 
100.000 tons more newsprint 
would be imported, mainly from 
Canada. He emphasised that the 
ending of Government control 
affecting paging and _ contents 
bills, would not necessarily carry 


will 


with it the ending of control by 
the Newsprint Ratiening Com- 
mittee, which involved such 
matters as free copies, returns, 
canvassing and competitions. 

He added that if Government 
control ended in December, the 
Newsprint Supply Company 
would have to take measures to 
safeguard its members’ interests 
and to deal with contracts opera- 
tive until 1958. 


* * * 


The following are the number 
of pages permitted during the 
new period: large daily papers, 
not more than 14d., 960 pages; 
2d., 1,200; 24d., 1,344; 34d., 
1,440; more than 34d., 1,608. 
Small daily papers, not more 
than I4d., 1,920; 2d., 2,400; 24d., 
2.688; 34d., 2,880; more than 
34d., 3,216. Large Sunday 
papers, not more than 34d., 240; 
more than 34d., 268. Small Sun- 


day papers, not more than 34d., 
480; more than 34d., 536. Large 
weekly papers other than Sunday 
papers, not more than 14d., 408; 
more than I4d., 240. Small 
weekly papers other than Sunday 


papers, not more than 14d., 408; 


more than 14d., 480. 

The prices quoted are those 
operating this week-end. A 
“large” paper is one whose page 
area exceeds 250 sq. ins. 


Direct mail show 


The prize-winning and support- 
ing entries submitted for the 
British Direct Mail Advertising 
Association’s 1956 Cups Contest 
will be displayed at the Institute 
of Practitioners in Advertising’s 
headquarters at 44, Belgrave 
Square, S.W.1, from September 
24 to October 3. 


ADVERTISER'S WEEKLY 


RIVAL FILM 
ADS WILL 
BE SEEN 
TOGETHER 


With effect from September 1, 
cinema films and filmlets for 
competitive products can 
shown during the same pro- 
gramme. Hitherto this has not 
been the custom of the medium. 

This follows a new agreement 
recently concluded between the 
Institute of Practitioners in Ad- 
vertising and the Screen Adver- 
tising Association. The agree- 
ment includes a standard order 
form—with conditions—which, 
as another innovation, allows for 
a cancellation clause to be in- 
cluded. 

The IPA and the SAA are re- 
commending the order form for 
use by member-agencies and 
member-contractors for contracts 
signed on and after September 1. 

Any variation of the standard 
conditions which may be required 
by either party to the contract 
will need to be the subject of in- 
dividual negotiation. 


Sir Stephen to speak 


at conference 


Sir Stephen Tallents, public re- 
lations adviser to the Advertising 
Association, will speak on “Buy- 
ing and modern arts of display” 
at the national conference of the 
Purchasing Officers’ Association 
= Scarborough, September 27 to 

The Association will be staging 
another “Minibition” during its 
conference. 


The Duke’s socks 


Backed by a huge American 
advertising campaign Burlington 
Hosiery of New York are to 
market Authentic Argylls socks 
in the United States, stamped 
with the facsimile signature of 
the Duke of Argyll. 


Vera Clarke’s PR firm 


Miss Vera Clarke, who is in 
charge of the public relations 
department of G. S. Royds Ltd., 
with whom she has been for 
seven years, is leaving to set up 
her own press and public .rela- 
tions concern. It will be launched 
on October 1. 


Conference report 

The latest (July) issue of The 
Journal of the Advertising Asso- 
ciation contains “An Impression 
of the (Brighton) Conference.” by 
A. Bruce MacColl, and articles 
on “Restrictive Trade Practices,” 
by W. J. Leaper, “The Function 
of Advertising and the Advertis- 
ing Agency in the Business of 
Selling,” by T. B. Waddicor. and 
“Technical Authorship and Illus- 
tration,” by H. R. Hockley. 
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A WARNING FROM SCANDINAVIA— 


Aucustr 17, 1956 


‘GERMANS ARE OUT-SELLING YOU’ 


Britain’s natural market—but our 


exporters’ efforts are failing 


The need for British advertisers to counter the threat of 
German competition in the Scandinavian market was a re- 


current theme during the A. 
last week. 

Typical comments were: 

Mauritz Jansson (advertisement 
manager, A. Press, Stockholm) 
said that although .the Scandin- 
avian group (Sweden, Norway 
and Denmark) was _ Britain's 
largest export market, Germany 
had now beaten Britain as the 
biggest supplier to Sweden. “You 
are now selling more to us than 
ever before, but we are import- 
ing so much now that you only 
take second place.” 

Oddvar Torp (advertisement 
director of Arbeiderbladet, Oslo) 
said: “It is rather strange to us 
that British exporters do not 
make the same efforts in our 
markets as the Germans do. 

“We know you are up against 
difficulties which we _ probably 
don’t appreciate, but we cannot 
lose the feeling that, with our old- 
established ties, British industry 
should keep a stronger hold on 
this traditional, and what we be- 
lieve to ‘be a natural, market for 
you. 

“Of course we realise that, just 
like us, you are highly interested 
in increasing your exports to 
many lands. particularly to the 
dollar market, but collectively we 
offer a prosperous trading area— 
combined we buy more from you 
than you sell to the USA, and 
you have not so far to send it.” 

He said that to sell in Scan- 
dinavia, goods must be of high 
quality and modern style, and the 
whole sales operation must be 
geared for extreme competition. 
Apart from the fact that British 
exporters had been dropping back 
on these points, they did not 
appear to be watching for new 
outlets in Scandinavia. 

“What interest us as _ press 
people are consumer’ goods 
—that our readers who have per- 
haps had the greatest increase in 
their standard of living over the 
past 10 years should have the 
opportunity of a choice of quality 
goods.” 

During a discussion it was said 


DPSPA _ branch 


At a recent extraordinary 
general meeting of the Northern 
branch of the Display Producers 
and Screen Printers’ Association, 
held in Manchester, to consider 
the future of the branch, the fol- 
lowing officers were elected: 

R. V. Brown (Displad Ltd.) as 
chairman; R. Berg (Screenprints 
(TP Liverpool) Ltd.) as vice- 
chairman; and S. Berg as secre- 
tary, with E. Boyes (Heaton & 
Boyes Ltd.), E. Hellawell (Hella- 


Press Conference at Buxton 


that the Swedes had been par- 
ticularly impressed by the way 
the Germans promoted their cars. 
The British car industry had not 
done anything comparable. It 
was also alleged that German car 
manufacturers paid more atten- 
tion to climatic and other condi- 
tions in Sweden and that their 
servicing arrangements were much 
better than ours. 

Nils Castelius (advertisement 
director of Morgon-Tidningen, 
Stockholm) claimed that higher 
living conditions in Sweden pro- 
vided increasing opportunities for 
consumer products. This was a 
matter of great interest to Swedish 
dailies, both “major city” press 
(there was no national press in 
the British sense of the words) 


Conference Quote 


“The man would like an 
Austin, the wife a Hoover and 
the daughter the most expen- 
sive lipstick. They want 
good goods. But it seems as 
if German goods are more 
up-to-date.” 


and provincial or local press. The 
latter was a particularly important 
one because of the geographical 
distances. 

One delegate said: “We have 
a slogan in Norway: ‘We trust 
in England.’ English goods are 
quality goods. German goods are 
cheap. In Norway we don’t like 
the Germans ; it is not necessary 
to tell you why. 

“Big businesses in Norway do 
not like us of the Labour Party, 
but they like to advertise in our 
papers and they like our Govern- 
ment very much because there 
are no strikes and Norwegian 
labourers have very much money 
in their pockets. 

“The man would like an 
Austin, the wife a Hoover and the 
daughter the most expensive lip- 


elects officers 


wells), H. Hewett (Fred V. Harte 
Ltd.), I. Mackay (Art Display 
Service Ltd.), H. K. Middleton 
(Middleton & Mellor Ltd.), and 
A. Turner (J. Sullivan Advertis- 
ing) as committee members. 

Says a DPSPA statement: “It 
is an encouragement to the presi- 
dent and council members that 
their efforts to restore interest in 
the branch have proved success- 
ful.” 


The London office of A. Press Ltd. gave a cocktail party last Friday, 
August 10, at the Café Royal, to introduce British agency men to Scandi- 
navian A. Press executives. Here (|. to r.) are Miss Pamela Vacher (A. Press 
London office), Mauritz Jansson (advertisement manager, A. Press, Stock- 


holm) and Oddvar Torp (advertisement manager ‘ Arbeiderbladet,” 


stick. They want good goods. 
But it seems as if the German 
goods are more up-to-date.” 

A report on previous sessions 
at the conference was read by 
Miss Pamela Vacher, of A. Press 
Ltd., which represents in this 
country the Social Democratic 
publications of Northern Europe. 

One discussion group had re- 
ported that the millimetre rate 
for advertising in the Social 
Democratic provincial press in 
Sweden had increased by only 
51 per cent since 1945. 

Swedish manufacturers in all 
branches of industry were turning 
more of their sales efforts and 
promotion over to retailers, it 
was stated. Advertising support 
was now given to retailers in such 
trades as textiles, shoes, furniture, 


cars, cycles, scooters, motor- 
cycles, radio and consumer 
durables. 


This development was being 
followed with great interest by 
the press, and would mean an 
alteration to the established local 
and national advertising market. 

A tendency towards greater 
provincial advertising was 
developing, and would be needed 
even if it meant a reduction in 
national advertising, for this trend 
showed a greater effectiveness in 
promoting the retail sales of con- 
sumer goods. 

This group emphasised that the 
increase of incomes, modernisa- 
tion within industry and house- 
holds, increased productivity, and 
greater exchange of international 
goods and services, particularly 
tourism and cultural relations, 
showed great prospects for a 
strong advertising market. 

As reported last week, the 
conference was addressed by 
Gordon C. Wilson, a director of 
Smiths’ Advertising Agency Ltd. 


and O. M. H. Jackson, a director 
of Graham Lockey and Partners 
Ltd. 

(See Mainly Personal, page 40) 


Oslo). 


First sectional 
survey of 
Manchester 


In every social grade and in 
every age group, the readership 
of the Manchester Evening 
News is considerably higher than 
that of any other evening paper 
in Greater Manchester, according 
to a survey which it has just 
issued. 

Carried out by Research Ser- 
vices and claiming to be the 
first sectional survey of the area, 
it covers the whole of Greater 
Manchester as defined by the 
General Register Office in 1951. 

The final table, which refers 
to the whole of Greater Man- 
chester, gives the following total 
readership percentages: Man- 
chester Evening News, 42.3; 
Evening Chronicle, 27.3; Bolton 
Evening News, 8.6; Oldham 
Evening Chronicle, 5.4; no even- 
ing paper read, 24.2. 

The survey is illustrated with 
photographs, maps, and tables in 
colour and has semi-stiff black 
varnished covers with white 
spiral binding. It is being sent 
to agents and to actual and po- 
tential advertisers. 

The survey will be a continu- 
ing one. Each year a further in- 
vestigation will be made and pub- 
lished of two of the areas in 
Greater Manchester. 


V & V AGAIN 

Press relations for Hulton 
Press Ltd.'s Boys’ and Girls’ 
Exhibition at Olympia, August 
28 to September 8—an exhibition 
“of a kind never before seen in 
Britain"—are being handled by 
Voice & Vision Ltd. This is the 
first time that V & V have acted 
for Hultons since 1953. 
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MANCHESTER TV ESTIMATES 


Big margin between 
TAM, Nielsen figures 


There is a big disparity between the estimates of Television 
Audience Measurement and of the Nielsen Television Index 
as to the number of homes able to receive commercial tele- 
vision transmissions from Manchester. 


There are also big differences in the estimates of the numbers of 
commercials transmitted, and in the peak viewing figures. Full details 
are given below of the two estimates, which were both issued this week. 


TAM 


The number of homes in the 
primary and secondary area re- 
ceiving commercial TV from 
Winter Hill, as at August 5, had 
increased by 35 per cent to a total 
of 365,000. 

The number of commercials 
had also increased. The total 
number screened during the 
period was 5,284. During the last 
four weeks there were 1,598 com- 
pared with 1,175 during the first 
four weeks, an increase of 36 per 
cent. 

The proportion of viewers 
switching to ITA programmes 
during peak hours had increased 
to 66 per cent of all homes with 
a choice of programmes. 


Radio and TV star David Whitfield 
presents a cheque for £500 and a 
Hoover washing machine to Mrs. 
Cc. J. Stone, Castle Bromwich, 
winner of the first prize in the 
second National Tide Washing 
Machine Competition. Publicised by 
Young & Rubicam Ltd.,_ in 
“Woman's Own,” “Sunday Pic- 
torial,”” and “‘News of the World,” 
and in nation-wide window displays 
and tie-up demonstrations, the 
contest produced hundreds of 
thousands of entries. 


Change of printers 

The British Travel and Holi- 
days Association's contract with 
Gale and Polden, Ltd., of Alder- 
shot, for printing their monthly 
magazine Coming Events in 
Britain will end with the Sep- 
tember issue. From October 
onwards the magazine—which 
has an ABC circulation of 
116,581—will be printed by 
M. Alabaster, Passmore and Sons, 
Ltd., at their Maidstone works. 


NIELSEN 


The potential audience able to 
receive ITA transmission in the 
Manchester area was 428,000 
households, as at August 2. This 
was an increase of 75 per cent on 
the available audience when the 
ITA transmitter opened in May. 

During the first three months, 
nearly 6,000 commercials were 
transmitted. 

Average shares of the viewing 
were: Monday to Friday, Grana- 
da, 54 per cent; BBC 38 per cent. 
Saturday-Sunday, ABC TV 57 per 
cent; BBC 36 per cent; Monday 
to Sunday 55 per cent, BBC 37 
per cent. These figures do not 
account for all the viewing in the 
Manchester area, because certain 
homes are able to receive trans- 
missions from the Birmingham 
ITA station. 


Cigarette firms 
prepare for 
coupons 


Two cigarette firms are plan- 
ning to hit back in the advertising 
field against the Imperial Tobacco 
combine when the ban on coupon 
cigarettes is lifted on September 
1 


G. May, director of B. Morris 
and Sons, told ADVERTISER'S 
WEEKLY: “Advertising agents are 
still frightened to accept our ac- 
count, but we have placed book- 
ings with one of the London even- 
ings and advertisements will be 
appearing in the next few weeks 
when Curzon cigarettes get on 
to the retailer's shelves.” 

Mr. Lehain, a director of 
George Jackson and Co., of 
Luton—a subsidiary of the Amal- 
gamated Tobacco Co.—said Don 
Earl Publicity Ltd. were handling 
the account for their Exclusive 
brand, and were preparing a 
national advertising schedule. 

“Now that coupon cigarettes 
are freed,” he said, “it will be 
possible to compete in the adver- 
tising field. Previously it was 
money down the drain because 
the combine could always outbid 
us in publicity.” 

Meanwhile the Imperial Tobacco 
Co. is printing cigarette cards, 
according to reports, as an “in- 
surance” against the coupon war 
but a company spokesman denied 
that the cards would be appearing 
“in the foreseeable future.” 
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Mail Advertising Association, 


national Addressing Co. 


member of the BDMAA). 


International Sheet 
the war he held various 
under the Government. 


seas Trade. 


Sir Frederick © 
Rowland, who retires after seven years as presi- 
dent, will instal as his successor Sir Spencer 
Summers, MP. Sir Spencer is a director of John 
Summers and Sons, and of the British and Inter- 


Lid. (which is a 


BIA director to he BDMAA president} 


At the annual meeting of the British Direct 


a we. 
. 


For three years before the war, he was chair- 
man of the Sheet Makers’ Conference and the 
Comptoirs, and during 
important posts 
At the end of the 
Coalition and in the “Caretaker” Government 
he was Secretary to the Department for Over- 


Sir Spencer Sunmerst 


llotises Garden 


The House of ideas 


A nine-room “House of Ideas,” de- 
signed for “House & Garden" by 
architect Kenneth Capon, will be 
featured in two separate issues this 
autumn. The September issue— 
front cover above—will devote 16 
pages, four in colour, to the House. 
A second editorial section in Octo- 
ber will feature the living-ease and 
adaptability of the design. A model 
of the “House of Ideas’ with plans, 
photographs and dummied-up 
rooms, will be exhibited at the Tea 
Centre, Regent Street, W.1, from 
next Friday until September 18. The 
September issue will include a 
special seven-page portfolio of colour 
advertising for Walpamur Paints 
with bleed pages showing room 
schemes in enamel, oil and water- 
paints. The magazine carries a total 
of 92 pages of advertising, of which 
39 are in colour. 


Library on film 


George Outram and Co., Ltd., 
publishers and printers of the 
Glasgow Herald, the Bulletin and 
the Evening Times and a number 
of leading Scottish publications 
have introduced the Glasgow 
Herald Microfilm Service, which 
provides a vast reference library 
on a permanent basis in limited 
bulk. The service is issued in 
two monthly spools of 35 mm. 
film at an annual subscription of 
£15. 


Ads for Britannias 

Bristol Aircraft Co. have 
launched a big dollar advertising 
campaign to push sales of the 
Britannia 100 in the United 
States. The campaign is being 
handled by agents Young & 
Rubicam. 


DPSPA members 
to attend Dutch 
convention 


The Screen Printing Conven- 
tion to be held in Amsterdam, 
Holland, from September 10 to 
12 by the Association of Dutch 
Screen Printers is attracting a 
good deal of interest and support 
among British screen printers, 
says the Display Producers and 
Screen Printers’ Association. 

Representatives of ten DPSPA 
member companies, led by the 
president, F. J. LeMay, have 
already made plans to attend. 

The honorary life president, 
Winstan Gordon, will speak 
about screen printing from the 
British producers’ viewpoint at 
the first business session on 
Monday, September 10, and the 
speakers at the later sessions will 
be L. Dubuit, of Paris, and J. 
Hakkert, head of the sales pro- 
motion department of a Dutch 
department store. 

It is expected that a number 
of delegates from other European 
countries will also be present. 

The exhibition, which is being 
organised simultaneously with the 
convention, will also include a 
national display of British screen 
printing specimens, which are 
being specially selected by the 
DPSPA. 


* om + 

Owing to the popularity of the 
convention, it has been decided 
that the first evening meeting for 
DPSPA members and others 
interested in the industry should 
now be held at the Horse Shoe 
Hotel, Tottenham Court Road, 
W.1, on Tuesday, September 18, 
at 6.30 pm, instead of as pre- 
viously announced September 10. 

The evening will be devoted to 
a report and discussion of the 
convention and exhibition, and a 
film of some of the highlights 
may be shown. The subject for 
the following meeting on Tuesday, 
October 9, will be “The Institute 
of British Display.” 


Goya leaving CPV 

It has been announced this 
week that Colman, Prentis & 
Varley Ltd. will cease to act for 
Goya Ltd. at the end of 1956. 
New agents have not yet been 
appointed, 
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Willing’s new 
creative chief 


Brian Brason has joined Willing’s 
Press Service Ltd., as creative man- 
ager. Mr. Brason, who is 35, was 
previously a copy group head at 
Colman, Prentis & Varley Ltd. and 
at Lintas Ltd. He has also worked 
as a journalist and is a free-lance 
book and music critic and a writer 
of children’s stories. (See Mainly 
Personal, page 40.) 


* * * 

D. J. Dunby has been appointed 
advertising manager of the 
Columbus-Dixon Organisation. He 
was formerly with Parke Davis & 
Co. Ltd., of Hounslow, and is a 
council member of the Berks and 
Bucks Publicity Association. 

* * * 

Mrs. Marcelle Zeller has joined 
Albert Milhado & Co. Litd., to 
head their order and information 
departments. Mrs. Zeller, born in 
Brussels of French and Belgian 
parents, left at the end of the war, 
married an Englishman and came 
to live in London. After working 
with a publishing house she joined 
a small London advertising agency, 
and then became assistant space 
buyer and overseas space buyer at 
Crane Publicity Ltd. 


Research manager 
at Hotpoint 


J. A. Saltmarsh; formerly market 
research manager of Erwin Wasey & 
Co., Ltd., is now research manager 
with Hotpoint Electric Appliance 
Co., Ltd. 

* * * 

Eight associate members of the 
Display Producers’ and Screen 
Printers’ Association have been 
co-opted to serve on standing com- 
mittees. They are: development— 
C. W. Job (Cellon Ltd.) and Alan 
Kirk (George Hall (Sales) Ltd.): 
competitions and exhibitions—E. A. 
Goodey ( International Screen 
Printer & Display Producer) and 
K. G. Hunt (Samuel Jones & Co., 
Ltd.); publicity—G. Dane (Dane & 
Co., Ltd.) and H. Schneider (Screen 
Printing); social and public rela- 
tions—C, C. Hunt (Autotype Co 
Ltd.) and A. de Gelsey (Screen Pro- 
cess Supplies Ltd.). 

* * * 

Melville Miller, advertising mana- 
ger of the Irish Times, is currently 
spending his spare time on the build- 
ing of a dinghy. 


Brian Brason 


: News About 2 


R. A. Rycroft 


Joan Taylor has resigned her posi- 
uuon as advertising and publicity 
manager for Harella to take up a 
teaching post. She is succeeded by 
Dennis Mathew, formerly advertis- 
ing and publicity manager for 
Alexon and Co. ‘ 

* x * 

R. G. D. Riddell has been ap- 
pointed advertisement manager of 
The Times Review of Industry. 

- 


J. L. Houghton, until recently an 
account executive with Gordon & 
Gotch Advertising Lid., is now an 
executive in the research depart- 
ment of S. H. Benson Ltd. ° 

* * * 

After a three months’ illness 
Martin Euling bas now returned to 
George Newnes’ Manchester office 
to start his 53rd year in advertising 


Zoo PRO retires 
after 48 years 


George Robert Doubleday, who 
has been with the London Zoo for 
48 years and its PRO since 1943, 
retires on September 16. His father 
and grandfather both worked for the 
Zoo. No successor has yet been 
appointed. . 

- * * 

Flizabeth O’Shea, a director of 
O’Shea’s Publicity Services Ltd., has 
appointed Elizabeth Kenyon to 
assist her with the press arrange- 
ments over the period of the British 
Food Fair. Mrs. Kenyon, who also 
writes under the name of June Field, 
has worked on food, fashion and 
theatrical reporting and accounts. 

* * 

Claude H. Browne, joint man- 
aging director of T. B. Browne Ltd.. 
is returning this week after an exten- 
sive tour of Denmark, Norway and 
Sweden. 

* * * 

R. A. Rycroft, at present sales 
promotion manager for Caterpillar 
tractor dealers H. Leverton & Co., 
Ltd., will take up a group advertis- 
ing appointment with the British 
Tyre & Rubber Co., Ltd., in mid- 
September. Mr. Rycroft was pre- 
viously publicity officer for Petters 
Ltd., engine manufacturers, of 
Staines, Middlesex. 

* * * 

Marian Darby, elder daughter of 
Albert Darby, proprietor of A. 
Darby’s Advertising Service, has 
married Hugh Elder, of Wellington, 
New Zealand. He represents the 
New Zealand Government in the 
engineering and industrial field. 


E. Thomas 


Marcelle Zeller 
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Jeanne Heal judges the Remington Rand “Continental Holiday for Two” 

competition with Chris Dyer (left), editor of ““London Pride” and chairman 

of the London branch of the Typewriter Trades Federation, and 

Brown, a director of G. Street & Co., Ltd., Remington Rand's advertising 
agents, who organised the competition. 


Craig-Raymond joins 
Patrick Dolan 


Joining Patrick Dolan & Asso- 
ciates Ltd. this week is Peter Craig- 
Raymond, who previously ran 
Eureps and originated several new 
magazines. among them Town & 
Country's 66 last November. His 
fourth book has just been pub- 
lished, by Venton's, and he has a 
fifth coming from Methuen. 

_ * * 

Joyce Evelyn LeMay, daughter 
of F, J. LeMay and Mrs. LeMay, 
will marry Alan Berry, of Edin- 
burgh, tomorrow (Saturday) at St. 
John’s Church, Ilford. Mr. LeMay 
is president of the Display Pro- 
ducers and Screen Printers’ Associa- 
tion, and managing director of 
a Ltd. and Presentation 
td. 


* * * 

Newly appointed copy group 
leaders at Erwin Wasey Co. 
Lid., are Roger Millar and Eddie 
Thomas. Mr. Thomas, a former 
journalist. has been with Erwin 
Wasey for five years, and Mr. Millar 
for six years. 


Drummond to head 


new PR section 


Clive Drummond has _ been 
appointed head of the newly-formed 
press relations department of 
Nicholls Dorrity Advertising Ltd. 
He will continue to run his own 
consulting PR agency of Drummond 
and Dougall. 

* * * 

John K. Goodwin has been 
appoiated sales promotion and 
publicity officer of National Trade 
Press Ltd. 

* * * 

Charles E. McConnell, chairman 
of McConnell’s Advertising Service 
Ltd., is to address the Advertising- 
Press Club in Dublin next month 
on his recent visit to the U.S. 


D. J. Dunby 


L. F. Meadows, director-secretary 
of the Robert Freeman Co. Ltd., has 
been elected as a Fellow of the Cor- 
poration of Secretaries. Mr. Mea- 
dows joined the Robert Freeman 
Co. in 1950 as company secretary. 
Three years ago he was elected to 
the board of directors. 


New post for Hackett 


P. D. V. Hackett, formerly general 
manager of The Municipal Journal 
group of companies, has been ap- 
pointed to the board of The Con- 
tractors’ Record and Municipal 
“ngineering. 

* * * 

Gordon de Burgh, editor of 
English Digest, has resigned and 
leaves Mellifont Press Ltd. at the 
end of November. During his early 
career he spent two years with a 
documentary film company as script- 
writer and director of publicity. 


OBITUARY 
J. H. Perks 


John Bernard Perks, general 
manager and executive director of 
The Builder, has died. He was 42. 
From school he joined the staff of 
Press Printers Ltd., a subsidiary of 
Odhams Press Lid., printers of The 
Builder, to which journal he came 
in 1947 as assistant to his father, 
Bernard W. Perks. Following the 
death of his father in November of 
that year, he was appointed in suc- 
cession in 1948 as general manager 
and executive director. He also 
managed The British Clayworker 
and The Architects’ & Builders’ 
Compendium for companies asso- 
ciated with The Builder Ltd. He 
was a member of the council of the 
Periodical Proprietors’ Association. 
Cremation was at Mortlake Crema- 
torium on Wednesday. 


Latest wills 


Rosert James CRUIKSHANK, of West 
Hill, SW, former editor of the News 
Chronicle and a director of the Daily 
News Ltd., left £2,212 15s. 3d. gross, 
£2,138 2s. 9d. net value 

ARTHUR WappiLove, of Lister Grove, 
Morecambe, Lancs., managing director 
of Waddilove & Co., printers, Brad- 
ford, left £142,706 Ss. 9d. gross, 
£99,322 14s. 11d. net value. (Duty paid 
£38,592.) 

Joun Grirriras Drrenrietp, of Hes- 
wall, Cheshire, founder of the Castle 
Press (Liverpool) Ltd., printers and 
stationers, left £2,676 19s. 8d. gross, 
£2,181 17s. Id. net value. 

Henry Srormonr, of Harrogate, 
Yorks., former treasurer of the now 
defunct Advertising Club of Bridlington, 
left £9,113 10s. 7d. gross, £8,977 Os. 7d. 
net value. (Duty paid £543.) 

Jor BROADBENT, of Springwood 
Avenue, Huddersfield, director of the 
printing firm of W. H. Cook Ltd., of 
Huddersfield, left £3,089 11s. Sd. gross, 
£3,013 17s. 7d. net value. (Duty paid 
£13.) 
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is for GUINNESS 


G is for Guinness as advertised to 
13 million readers — including you. 
When you place your ads, we offer this clue, 


Put those ads in the Pic — it’s good for you! 


SUNDAY PICTORIAL 


READERSHIP: 13,070,000 (HULTON SURVEY) NET SALE: 5,624,010 (ABC JAN-JUNE 1956) 
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ADVERTISER'S WEEKLY 


Print dispute cost 
Benn’s £23,000 


BUT AD REVENUE, SALES A RECORD 


In spite of a loss of revenue from 27 missing issues, the 
income of Benn Brothers Ltd. from their journals’ advertise- 
ments and sales was again the highest in the firm’s history, 
states E. Glanvill Benn, chairman, in his report for the year 


Sandbrook, Metcalf & Co. Ltd.'s 
new reception area and studios. 


ae 


Extensions to 


agency offices 


Sandbrook, Metcalf 
Ltd., Birmingham 
agents, have extended _ their 
accommodation. Their offices 
have been completely re-decor- 
ated in a contemporary style and 
a new reception area has been 
built in the existing hallway. The 
studio has been extended to twice 
its original floor area. 

The extensions allow for the 
formation of a new media depart- 
ment which is now in operation 
under Miss Zena Jones. 

David Humphreys, previously 
with Longleys and Hoffman Ltd., 
has joined the production depart- 
ment to which Derek Marks will 
shortly return from his National 
Service. 


& Co., 
advertising 


A-R meet unions: 
sackings expected 


Talks were scheduled to take 
place yesterday (Thursday) be- 
tween Associated - Rediffusion 
Ltd. and representatives of the 
Association of Cine and Allied 
Technicians, the National Asso- 
ciation of Theatrical and Kine 
Employees, the Electrical Trades 
Union and the Association of 
Broadcasting Staffs. 

They were to discuss A-R staff 
redundancies, caused by the com 
pany’s big reductions in studio 
space and equipment, which are 
expected to lead to the dismissal 
of a number of employees. 


ended June 30. 

Loss of profit from the “stupid 
and unnecessary” printing dispute 
had been conservatively estimated 
at £23,000, although some of this 
might be recovered from work 
postponed. Increases in the costs 
of printing, paper and postal 
charges were additional problems. 

The accounts show that group 
trading profits for the year ended 
June 30 fell to £81,860 from 
£99,527 for 1954-55, and after 
providing £23,548 (£34,873) for 
tax, met profits were £26,805 
(£36,459). Ordinary dividend is 
15 per cent (same, plus a capital 
distribution of 14 per cent). 

Mr. Benn said that the year 
began with the 75th anniversary 
of the original Benn journal, the 
Cabinet Maker. The _ British 
Trade Journal, “the oldest general 
export journal in the world,” was 
coming up to its centenary, and 
the June, 1956, issue was the 
biggest ever published in its his- 
tory. The /ce Cream Industry 
returned to full size during the 
year, and the increased costs were 
immediately matched by increased 
revenue from advertisers and 
sales. 

During its 76 years, said Mr 
Benn, the company had often 
pioneered new developments, and 
within the last few weeks it had 
become “the first major group of 
trade and technical journals” to 
join the Audit Bureau of Circula- 
tions. 

This news had already been 
most favourably received by 
advertisers and their agents. 


PR expansion 


Philip Ridgeway Associates 
Ltd., who handle public relations 
for a number of show-business 
personalities, are to open a com- 
mercial public relations depart- 
ment—to handle business and 
industrial accounts—under the 
management of Ernest Shinwell, 
an associate director of the 
company. 
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London Press Exchange has produced these Tek toothbrush displays in 
conjunction with the marketing department of Johnson and Johnson (Great 


Britain) Ltd. 


They have been issued to retail chemists throughout the 


country. 


OLD ADVERTISERS SUPPORT 
NEW MONTAGU JOURNAL 


At least three of the firms who advertised in a magazine founded 
by his father 54 years ago have taken space in “The Veteran and 
Vintage Magazine,” launched by Lord Montagu of Beaulieu on 


Wednesday. 

They are Humber (who have 
taken the inside front cover), 
Wolsey cars, and Hennessey. 

Other advertisers in the new 
monthly are Iliffe ; Hulton Press ; 
Rolls Royce; Renault; Regent 
Oil ; Shell ; Charles Follett ; Jack 
Barclay ; Brown, Gore & Welch; 
Mark Gilbey; Heinemann, and 
the Bell Inn, Aston Clinton. 

Lord Montagu is chairman and 
managing director of the maga- 
zine and also handles the adver- 
tising and circulation. The maga- 
zine will provide news of veteran 
and vintage cars, motor cycles, 
and traction engines. 

It will sell at 2s. (sale or return 
first four issues). The full page 
rate, black and white, is £20; 
page area, 114 in. by 8} in.; 
type area, 94 in. by 74 in. The 
first print order was for 5,000 
copies, of which W. H. Smith & 
Son have taken 1,000. 

On Tuesday Lord Montagu, 
driving a 1903 De Dion Bouton 
used by his father, the second 
Lord Montagu (founder of The 
Car Illustrated in 1902) made the 
first delivery. He picked up the 
first copies of the magazine from 
the printers, and drove the De 
Dion Bouton round Parliament 


Square, along the Embankment, 


and down Fleet Street to W. H. 
Smith’s premises at Strand House. 
With him was his half-sister, the 
Hon. Elizabeth Scott Montagu, 
whose mother was the first 
woman motoring correspondent. 


DPSPA members support new Institute 


Promises of “enthusiastic sup- 
port” of the proposed Institute 
of British Display have been 
made by a number of members 
of the Display Producers and 
Screen Printers’ Association. 


The Institute would be sponsored 
by the DPSPA as a separate 
organisation, it was announced 
last month. 


The Association is asking mem- 
bers for observations or critic- 


isms of the proposals, to assist 
a committee being formed to 
consider the foundation of the 
Institute. 

The purpose of the proposed 
Institute will be “to maintain 
and improve the status of quali- 
fied individuals in the display 
profession.” One of its main 
objects will be to provide the 
eventual establishment of a re- 
search and development pro- 
gramme for the trade. 


AA to survey ad 
spending again 


The Advertising Association 
is to carry out a survey of ad- 
vertising expenditure for the 
year 1956. 

Col. George Warden, chair- 
man of the research and statis- 
tics committee, states that 
questionnaires will be issued 
in the autumn and hopes that 
members and affiliated organi- 
sations will once again col- 
laborate. 

This will be the third in the 
series of surveys sponsored by 
the Association at four-yearly 
intervals. 


Bristling with 


difficulties 


The British public has been 
giving the brush-off to the brush 
industry, says British Productivity 
Council Review. It states: 

“One of the industry's biggest 
problems is the apparent reluct 
ance of the British, as compared 


with other English speaking 
races, to replace worn-oul 
brushes. This is indicated by the 


fact that annual expenditure per 
head of the population on 
brushes is very much lower... . 

“Several schemes have been put 
forward at various times for 
group action to make the British 
public ‘brush-conscious,’ But the 
high cost of public relations and 
advertising campaigns renders 
them almost prohibitive to an in 
dustry of small firms. All that 
has so far happened has been co- 
operation by tooth-brush manu 
facturers with local educational 
and health authorities in cam- 
paigns to emphasise the import 
ance of dental care of school 
children.” 
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Complete the Campaign in colour with PE)S TER rererinion 


BRITISH POSTER ADVERTISING ASSOCIATION * LONDON POSTER ADVERTISING ASSOCIATION LTD 
TGA BPAT 
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PRESS, POSTER 
DRIVE FOR 
‘CD WEEK’ 


Civil Defence Week, which 
begins on Sunday, September 30, 
will be backed by a strong pub- 
licity and recruiting campaign. 

Advanced publicity to build-up 
the Week will be used, and 
wide-scale advertising will be con- 
centrated into the week itself. 
Theme of the material used will 
be “Join in Civil Defence Week.” 
Advertisements and posters will 
be made available to local 
authorities for further use later 
in their individual campaigns. 

National dailies, Sunday news- 
papers, leading provincial press 
_and national magazines will be 
used. Press agents are Everetts 
Advertising Ltd. 

On September 1 a new 16-sheet 
Civil Defence Corps poster will 
appear on the hoardings wher- 
ever good sites can be obtained 
in the main towns and cities, and 
stay there for eight weeks. Out- 
door agents are Saward, Baker & 
Co,, Ltd. 

The GPO will cancel stamps 
with a Civil Defence postmark 
during the period September 17 
to October 12. 


British goods at 
Vienna fair 


Continuing its policy of co- 
operating with the Board of 
Trade in showing well-designed 
British goods at fairs abroad, the 
Council of Industrial Design has 
selected a number of modern 
consumer goods for a special 
display on the official British 
stand at the International Autumn 
Fair in Vienna, from September 
9 to 16. 

This will be in the British 
pavilion where the products of 
about 50 firms will also be on 
show on the stands of British 
manufacturers and their Austrian 
agents. Other British goods will 
be displayed elsewhere in the fair. 

The theme of the display is 
“British Design, Past and 
Present.” The fair is visited by 
trade buyers from all parts of 
Central and Eastern Europe; 
over 600,000 people attended last 
year’s fair. 


Agencies on the move 

Two agencies have this week 
announced changes of premises: 
Dolan Davis Whitcombe & 
Stewart Ltd. to 10 Bruton Street, 
W.1, and Rex Publicity Ltd. to 
 pacigaae Gardens, Glasgow, 
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A strong turn-out of well-known press golfers competed for the prizes of 
Edward Elverston, the captain of the Press Golfing Society, at Wentworth. 
Immediate past president Arthur Christiansen proposed the “Captain's 
Toast” and the prize winners were: senior division—R. J. Lunt-Roberts, 
C. §. Collen-Smith and S. C. Spicer; junior division—G. Cochrane, 
Reg Hinder and Jack Wood. The Sir George Sutton Salver was 
won by Reg Hinder and Joe Velati. This picture shows some of the 
competitors on the Wentworth terrace. Seated: J. Musgrave-Wood, Reg 
Hinder, Edward Elverston and V. Brodzky. Standing: Stanley Nelson, 
E. D. Caird, J. Callender, C. Collen-Smith, Joe Davis, T. Cochrane, 
H. L. V. Day, Bernard Alton, R. J. Lunt-Roberts, G. Cochrane, P. Tovey, 
cm a mena A. R. Graham and Roland Hurman. 


SWITCH TO SELF-SERVICE 
IS UP TO 48 A MONTH 


At the end of July there were 
between 3,150 and 3,200 self- 
service stores operating in the 
British Isles, according to the 
Self-Service Directory of Stores. 
This is an increase of 576 on the 
figure shown in the 1955 edition 
of the Directory last August, 
giving a conversion rate of 48 
new self-service stores a month, 
as compared with 37 per month 
for the previous 12 months. 

The first (1953) list showed that 
the co-operative movement owned 
the vast majority of self-service 
stores. Last year, for the first 
time, the number of co-operative 
self-service shops fell in relation 
to the number of multiple and 
private shops of the new type. 

The new list shows that the 
co-operatives have lost a further 
14 per cent of the self-service 
total, the gain going to the large 
multiples, ic. firms with 10 
branches or more. The private 
traders have lagged in the race, 
as compared with firms with half- 
a-dozen shops. 

The predominance of the 
multiple development is _ still 
taking place in Greater London 
and the South-East, but there are 
indications of an increase in 
multiple conversions in all areas 
except Wales and Scotland. 

There are now about 50 super- 
markets in Britain. Of these 
some three-fifths are owned by 
private - enterprise organisations 
and the rest by co-operatives. 

The Directory is published as 
a supplement to Self Service and 
Supermarket and is also obtain- 


Fashion review 


“The Line, the Look, Paris and 
London Report’ will be the themes 
of September issue of “Vogue.” It 
will contain a review of the collec- 
tions in a 23-page rotogravure sec- 
tion with photographs and drawings 
depicting the new shapes and tex- 
tures on the international fashion 
scene, ‘Vogue's’ cover is an 
opulent Mutation Mink coat and 
hat. Rose red, “Vogue's” colour 
choice for the autumn, will be 
featured in a four-page section link- 
ing shoes with fabrics. Three _of 
the pages will be in colour. The 
issue will also feature country 
clothes chosen from the autumn 
collections of the London Export 
Week Group. In line with the new 
make-up policy, the contents page 
will be page three. 


TELEPHONE waits 
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able independently (price 10s.). 


New ‘Britannia 
& Eve’ to get 
‘biggest’ boost 


Britannia and Eve, the 2s. 
wemen’s monthly, published by 
British National Newspapers 
Ltd. (an associate company of 
Illustrated Newspapers Ltd.) is 
to get a face-lift. Starting with 
the September issue, the maga- 
zine will change its editorial 
contents radically, in an all-out 
attempt to gain circulation. 

And what is claimed to be the 
largest nation-wide sales-promo- 
tion ever devoted to a monthly 
magazine starts at the end of this 
month—with half-page ads in the 
Daily Express, Birmingham Mail, 
Glasgow Evening Citizen, Man- 
chester Evening News and 
Yorkshire Evening News. 

This advertising campaign, 
says the magazine's promotion 
department, “will be consistent 
and persistent” during the next 
few months—with repeated large 
display spaces in the above 
papers. The use of posters is also 
planned. 

The new-style editorial con- 
tents will be “highly provocative 
and spectacular.” Lined up for 
September are such features as 
“Bring the Windsors Back,” 
“The Floods of Fear” (the first 
instalment of “a novel that 
shocked America”), “Eve visits 
the city of love,” “I watched my 
own operation,” “The French 
nature girl,” and “Stay plump 
and like it.” 

Editor of the new Britannia 
and Eve is David Ellis, who 
joined the company recently 
from Odham’s Ideal Home. 

The format is as before—but 
the magazine will have more 
pages. 

So convinced are the pub- 
lishers of the success of the re- 
vitalised paper that the print 
order for the September issue has 
been trebled. Ad rates remain 
the same—£180 for monotone 
page; £340 for full colour. 
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Illustration shows a 
sectioned Rover gas 
turbine engine 


a  % 
Gas turbines for road transport 


‘According to THE FINANCIAL TIMES...” 

It is quoted by managers, engineers, sales directors, cost accountants and all whose 
business depends on taking the widest possible view of the industrial scene. Day by day 
THE FINANCIAL TIMES Carries information and comment vitally affecting their decisions 
—reports of business trends, developments in production and management techniques, 
studies of home and overseas markets. Because its reporting of business news is so compre- 
hensive, accurate and well informed, THE FINANCIAL TIMEs is essential to top manage- 
ment. Put its advertising columns to work for you and you can be assured of reaching 
thousands of offices where important buying decisions are made. 


* Subject of a feature article in The Financial Times and typical of the many reasons why . . 


Men of Industry read 


THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72 COLEMAN STREET, E.C.2. 
TGA FPS78 
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COM IMENT 


NEWSPRINT 
FREEDOM 


F. P. Bishop, chairman of the 
Newsprint Rationing Com- 
mittee, has always been 
cautious in his statements about 
the ending of newsprint ration- 
ing. In the past he has sug- 
gested that supplies would not 
be really adequate until 1958. 

Now he announces that “Govern- 
ment control of newsprint con- 
sumption is expected to end in 
December.” 

Despite the warnings that there 
must first be a guarantee that 
small users get fair supplies, 
there seems little reason to 
doubt that Whitehall will re- 
move the shackles at the end 
of the year. And high time, 
too. 


Space to sell 


It is now up to the big users to 
devise rapidly a scheme which 
will give small users the oppor- 
tunity to buy the supplies 
they need. It will mean con- 
tract revisions and some 
sacrifices. But this will be well 
worth while to achieve long- 
term freedom. 

Why is it possible for newsprint 
to come off control? Not 


ported, but also because not all 
newspapers are using their full 
permitted paging. 

The Secretary of the Rationing 
Committee performed a useful 
service this week when he 
made quite clear the flimsily- 
veiled fact that many news- 
papers now have space to sell. 


Healthy competition 


This is, of course, no bad thing, 
from the point of view of the 
advertiser or the newspaper : 
The advertiser will get better 
value for money and publishing 
will thrive on keen competition. 

It is not a healthy state of affairs 
when advertisers have to queue 
for the space they want. And 
it is not desirable that strong 
selling media should be pinned 
to the level of the weakest. 

Next year the newspapers will 
have to battle hard to hold their 
ground in the face of competi- 
tion from television with its 
movement and magazines with 
their colour. It is only fair 
that they should be allowed 
their basic material in the 


quantities each journal requires. 


FOR PLANNED _ 


DIRECT MAIL - ADVERTISING 
THAT SUCCEEDS -CONSULT 


the cake 


OU cannot sell on senti- 
ment! 

Not often, anyway And 
certainly not to Continentals. 

Most advertising men with 
recent overseas selling experience 
would agree with that. But Sir 
John Balfour, United Kingdom 
Commissioner-General for the 
Brussels International Exhibition 
1958, has other ideas. 

In an FBlI-circulated statement 
on this country’s participation in 
this massive event, he says: “On 
entering the [Government] pavi- 
lion the visitors will see a 
dramatic and varied display of 
ceremonial regalia. This part of 
our exhibit should appeal to 
those many thousands of foreign 
sightseers from all over the 
world who admire us for our 
great heritage and our respect for 
tradition. It will also provide an 
attractive introductory feature 
calculated to heighten the impact 
of what follows.” 

It's about time everyone con- 
cerned with the export drive 
realised that you cannot sell a jet 
engine just because Alfred burnt 
the cakes. 


SACRED CAT CURLS UP 


OME very glamorous posters 

are lying unfolded in Edin- 
burgh and Glasgow _ tourist 
agency offices. There does not 
seem much point in them at the 
moment. They extol the beauties 
of Egypt. 

“ The posters are rather beauti- 
ful efforts,” said a spokesman at 
Mackay’s agency in Glasgow. 
“They are modernistic, suggest- 
ing the exotic East and the 
fabulous 1,001 nights, with motif 
of the Sacred Cat of the 
Egyptians.” 

Egypt recently opened a new 
tourist office in London and a big 
drive to lure holidaymakers to 
Egypt had just begun when 
Nasser decided that the Suez was 
a bigger advantage to his country 
than British tourists. 

The campaign timing does not 
appear to have been very good! 


THE BRUSH OFF 


HE brush industry wants to 
make the British brush-con- 
scious but—according to a Pro- 
ductivity Council report—is not 
prepared to foot the bill for PR 
and advertising campaigns. 
They wonder why people do 
not use more brushes. 


Maybe it is because, thanks to 


TALKING POINTS 


= 


This Mad of export selling takes 


“Allo! ’Allo! Isee our competitor is starting a gift scheme. 


someone else’s vigorous publicity, 
most are sweeping as they beat 
as they clean. 


AIR RAID 


HE criticism is sometimes 

heard of advertising banners 
towed by aircraft that few holi- 
day-makers take any notice of 
them as they flutter over the 
foreshore. 


There could be no doubt about 
the impact made by one over 
Portsmouth on Navy Day. 

With the aircraft carrier 
“Theseus” crammed with troops 
and equipment for the Middle 
East, the dockyard was packed 
with people watching aerobatic 
displays and mock air attacks on 
shipping. 

Sea Venoms zoomed viciously 
about the harbour and warships. 
But the real impact was made by 
a somewhat slower craft, lazily 
hauling across the scene a banner 
a@vertising—Typhoo Tea! 


NON-U 
HAT’S in a name—a pro- 
duct name, a trade name, a 
rand name? 

Potential customers must often 
wonder how to pronounce Meux 
or Achille Serre, for example. 

This pondering stems from a 
recent handout from Qantas, 
Australia’s overseas airline 
Under the heading “ U-niformity 
or the magic spell,” it states : 

“Qantas Empire Airways, the 
Australian overseas airline still 
occasionally finds itself mis-spelt 
‘Quantas’ or even ‘Quantus.’ 

“Qantas therefore begs to 
remind readers that its name is 
derived from the initial letters of 
the original Queensland and 
Northern Territory Aerial Ser- 
vice, founded in 1920 

“Qantas, in fact, though proud 
to serve all classes, is_ itself 
Strictly Non-U.” 


Neat copy. But why not a 
neater, more  pronounceable 
name? 


TOMORROW'S TOPICS 


@ Advertising agents will be 
named soon to handle a cam- 
paign introducing Queen Eliza- 
beth the First London Dry Gin, 
with which Mark Gilbey 
hopes to capture a large part 
of the home market. 


Small publishers are wondering 
whether one effect of the Re- 
strictive Practices Act will be a 
return to the old free gift and 
insurance policy schemes to 
boost circulations. Will the big 
firms feel free of the agreement 
banning such methods? they 
ask. 

©@ Expect further casualties among 
magazines as a result of higher 
printing costs. Effects may be 
delayed in some instances, 


where journals are to get sink- 
or-swim publicity boosts in the 
autumn. 

@ Drapery and stationery are two 
new products to be sold self- 
service soon. 

® Another attempt is to be made 
to sell small measures of gin 
and whisky in plastic bags in 
Britain. 

@ Car advertising next year will 
feature new-line bodies and 
two-pedal driving for family 
models. 

® Methods of overcoming sea- 
sonal fluctuations in trade are 
to be examined by all sections 
of the furnishing industry at a 
joint conference. 


ROUND TABLE 


JY IRECT M 


445, STRAND, LONDON, W.C.2 
Phone: COVent Garden 0755 
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‘As most advertisers know, space in the News Chronicle is remarkably 


inexpensive because it is able to offer advertisers any size space at 
run of paper rates. Taking two different sizes as examples, see how 
much it costs to advertise in the News Chronicle in comparison with 
other national newspapers. These figures are based on the lowest 


, “U published rates and are worked out on a cost per space per thousand sale. 


1l”x3c 13° x 5c 
NEWS CHRONICLE 5/l1ld 11/9d 


DAILY EXPRESS 6/2a 9/1ld 


DAILY HERALD 6/7d 13/- 


DAILY MAIL 8/5d 14/6d 


If you wish to know how 
economical it is to adver- 
tise in the News Chronicle, 
ring William Memory, 
Advertisement Director. 
FLEET STREET 5000. 
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TINHE confusion which has arisen over two 


different types of goods being given the 
same registered name is not by any means a 
new problem. A trade name, if it meets the 
requirements of the Trade Marks Acts, can 
be registered under that Act, but even if a 
name is not registered, provided it is known as 
the distinctive name of the goods of a particular 
trader, it is protected by the action of “passing 


off” 


When a trade mark—and a 
trade name can be registered as 
a trade mark—is registered, it 
must be registered in respect of 
particular goods or classes of 
goods. 1 cannot go to the Regis- 
trar and say “I want to register 
the name of ‘Blankety-Blank’ as 
a trade mark” unless the registra- 
tion is in connection with a par- 
ticular class of goods; and there 
are 50 classes of goods listed in 
the Trade Mark Rules. 

No trade mark will be regis 
tered in respect of any goods if 
it is identical with a trade mark 
belonging to a different proprietor 
and already on the register in 
respect of the same goods or 
description of goods or if it so 
nearly resembles another as to 
cause deception or confusion. 

There is, however, “defensive” 
registration. The proprietor of 
an “invented” word [examples of 
“invented” words are “Kodak,” 
“Mazawattee” (made up of parts 


of Singhalese and Hindu words) 
and “Savonal” 


saad French word 


Richard Lonsdale-Hands Associates 
have redesigned the labels for a 
series of Fletcher's products and 
this new self-service counter unit 
emphasises the design of the label. 
The unit is easily erected from the 
flat, and is silk-screen printed. It 
follows out the colour branding of 
the label. 


Aucust 17, 1956 


A protest (July 27 issue) has been made to the Advertising 
Association that the trade name Fling, already in use for a 
soft drink, has been allowed by the Board of Trade to be 
adopted for a car shampoo. The protest aroused new interest 
in the subject of the registration of trade names. 
LEGAL CORRESPONDENT analyses the present position. 


Here OUR 


¢ 


The problems of clashing 


trade names 


“savon” with the suffix “al’)} 
which has become well known in 
respect of the’ goods for which it 
is registered, and in relation to 
which it has been used, and 
which, if it were used for other 
goods, would be likely to cause 
confusion, may register that trade 
mark for other goods, although 
he does not propose to use it. 
But the Registrar is not bound 
to accept a “ defensive” registra- 


tion. 
No analogy 


Some years ago the proprietors 
of a name for furniture, bedding 
and wooden and metal articles 
for domestic use, applied for a 
defensive registration of the 
name for toilet preparations, 
cosmetics, oils and soaps. The 
application was refused, one of 
the grounds being that the 
articles for which registration 
was sought were not analogous 
to those for which the mark was 
registered. 

A name on the register for one 
class of goods, however, will be 
accepted for registration, by 
another person, for a different 
class of goods, provided confu- 
sion cannot arise. 

If confusion can arise, then 
the second registration will not 
be accepted. The Registrar has 
power to rectify the register by 
removing one of the trade marks, 
but to secure this the evidence as 
to confusion will have to be 
strong. 

When it comes to the protec- 
tion of names not registerable 
because they do not conform to 


the requirements of the Trade 
Marks Act, the first point to note 
is that names are not protected 
by copyright law, as they are not 
“original” work. 

To prevent the improper use of 
a name, one has to rely on the 
action of “passing off,” which is 
based on the principle that 
nobody has the right to repre- 
sent his goods as the goods of 
somebody else. This action is 
available to both trade marks and 
trade names. 

This right to a trade name, 
and the right to prevent another 
person using it, exists only with 
regard to the goods of the kind 
for which it is used. Thus the 
proprietors of The Morning Post 
failed to restrain the publishers 
of a new evening newspaper from 
calling their paper The Evening 
Post as there was no danger of 
confusion. 


No competition 


American publishers of Every- 
body's Magazine failed to secure 
an injunction against Everybody's 
Weekly as there was no competi- 


tion between the two and no 
resemblance. 
On the other hand, The 


Wonderful Magazine stopped the 
publication of The Wonderful 
Magazine, New Series, Improved, 
and there have been many similar 
instances. The rule in these cases 
is that the publisher of the first 
magazine must prove that his 
publication has been in existence 
long enough to acquire a public 
reputation, and that the title used 
by | the second publisher is likely 


Sections of advertisements for 
the two products which started 
the current protest: the soft 


drink (above) and the car 
shampoo. 
‘/ MIRACLE 
ad liquid 
AL 2g CAR SHAMPOO 
el 44° 
WAXES anit wasues 


ns SHINES ‘as it DRIES 


to deceive or confuse the public. 

An interesting case on the use 
of names which illustrates some 
of the principles involved is 
that of G. Street & Co., Ltd. v. 
Union Bank of Spain. Streets, 
the advertising agents, had for 
many years used “Street, 
London” as their address for 
telegrams from abroad. The 
Union Bank of Spain also 
adopted “Street, London” as their 
telegraphic address. 

The agents attempted to 
restrain by injunction the Bank 
from doing so, but failed, as the 
Bank proved there was no inten- 
tion to injure the advertising 
agents and their businesses were 
so different that it was impossible 
to deflect business from one to 
the other. 

This is an old case, and prob- 
ably in these times the Post Office 
would have something to say 
on duplication of telegraphic 
addresses, but it very neatly illus- 
trates that in the use of names 
there must be a real element of 
confusion before the law will 
imtervene. 


a 


' Advertise in Gurope the Mithade Way 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, S.W.7. FREmantie 8592/3 (5 lines) 
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HOW TO CHANGE 
A WOMAN’S MIND 
OVER 2,000,000 
TIMES 


Among its five million readers, The Reader's 
Digest has well over two million women 
with the susceptibility, the shrewdness, and 
the passion for shopping that make them such 
attractive customers. 

Why, essentially, do the people who enjoy 
this magazine each month provide such a pro- 
ductive market for your advertising message? 
One reason is that they are comfortably above 
the average in income—for instance, over a 
million of our readers own their own houses, 
and nearly a million have motor-cars. 

But more important still is our readers’ 
character, The Reader's Digest deliberately 
sets out to please people with inquiring minds, 
interested in many things, receptive to new 
ideas. Its phenomenal success—over a million 
sale in Britain, a world sale of over eighteen 
millions — is the measure of the opportunity it 
offers to the advertiser who has something to 
say. Its readers really read it—pick up each 
issue many times as they browse through its 
articles. There is ample evidence that they 
read the advertisements, too. And they are 
exactly the kind of people, better informed 
than most, whose example is apt to influence 
their friends. 

It is because of the character of its readers 
and their pleasure in reading it that The 
Reader's Digest is one of the great advertising 
media of Britain. 


OVERSEAS International editions, 27 of 
them, cover key export markets. The British ex- 
porter can book space in London and, usually, 
pay in sterling. 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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ITH the summer ritual of 

Wimbledon and Lords in 
tull swing (it seems a world 
away now !), topicality became 
the order of the day. 

So it was that we saw Luco- 
zade had plumped for cricket but 
with a rather ordinary little com- 
mercial that claimed reviving 
qualities for both the professional 
and village green amateur. On 
fhe other hand, the Mackeson 
people featured tennis in another 
of their current series. 

One would normally expect 
the situation to have been re- 
versed, with cricket the game of 
the sterner liquid. However one 
may regard that, the Mackeson 
offering was certainly the most 
interesting. The series definitely 
has an appeal of its own, if only 
because of the (rather jerky) 
presentation of a format which 
has sought to establish a “Macke- 
son type” through the use of a 
group of animated beer bottles. 

The struggle to establish a 
catchphrase is very difficult— 
especially with “Guinness for 
strength” already ahead by a few 
years. But at least it may well 
spur on other contestants to 
greater feats of mental prowess, 
and | think that this can be seen 
n the hard-working “Macke- 
son types.” 

To avoid any misunderstand- 
ing, the word “jerky” as applied 
to the Mackeson format should 
be construed here as the opposite 
of “rhythmic and smooth flow 
ing.” 
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COMMERCIAL SPOTLIGHT 


An endeavour to keep up with 


the world of sport has 


given rise to 


An ad that keeps the 


bottles on the move 


The Schweppes organisation 
have embarked on a series that 
is so obtuse that one can best 
describe it by reference to the 
catchphrase used in a Hollywood 


film where the plot disclaims 
all connection with anything 
living or dead! The last 


Schweppes item that I saw re- 
vealed a chamber music group in 
action. ..and was it Miss 
“Andle” in that outrageous cos- 
tume? The 15 seconds of all this 
caused a strange mixture of mirth 
and bewilderment. 

And maybe that was-the inten- 
tion. 

One hopes that it will sell 
Schweppes . . . or perhaps they 
do not care about that either? 
Anyway, like a lot of things 


CHATHAM 


OBSERVER 


we do on commercial television 

in England, it was all very 

strange and disturbing. 

To get back to earth again, 
one can apply Gumption and one 
can certainly praise jt. This firm 
have a competent § 15-second 
demonstration commercial pack 
ing in a surprising number of 
scenes showing the product being 
used in various ways. The jnter- 
cutting of close-ups once again 
shows that in a television com- 
mercial you do not have to 
observe the film rule of “Long 
shot, medium shot, then close-up.” 

Make the audience do a 
litle work for a change and 
vou will hold them close to the 
picture. 

* * * 


IF THERE are any readers of this 
series equipped with staying 
power above and beyond the call 
of duty they may remember that 
in the early days we bitterly 
attacked the pain killing pill 
people who advertised their pro 
ducts by showing a poor woman 
subjected to noisy cartoon tor- 
tures so as to stress the “before 
and after” effect. But having 
endured a two-week session of 
toothache and a constant diet of 


A tense moment in the commercial for Mackeson’s stout. 


By ‘TELETASTER 


such panaceas, I am very happy 
to report that the new Anadin 
commercial — with its soft 
pedalling of the suffering—caused 
no bitterness whatsoever. 

To be sure, there was some 
art work consisting of “spring 
shaped” diagrams which attacked 
the live female head. Yet there 
were no loud trip hammer noi<es 
as before. The Anadin com 
mercial then went on to draw 
attention to the selling point, that 
the product “acts faster.” And 
jolly good luck to them. 


No follow through 


One of the originators of the 
sincere approach in British plugs, 
John Slater, goes on to gather 
fresh laurels for his Daily Sketch 
commercial offering £10 a week 
for life. Having seen this piece of 
work a number of times one is 
surprised at the lack of follow-up 
in the paper concerned. This 
household has bought the paper 


a number of times and com 
pletely overlooked this mag 
nanimous offer 

* * - 


THOSE WHO make Gardol have 
done their best to try and put 


@ Continued on page 22 


A topical 


tie-up with the daily sporting news has been organised on behalf of 


the product by Whitbread & Co., Ltd. 


The agents are J. Walter 


Thompson Co., Ltd. 
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Up another 54,000 
in July to 


1,265,000 


average daily sale 


The cost per inch per thousand readers goes 
down correspondingly as the sale of the 
Daily Sketch goes up. 


DAILY SKETCH NORTHCLIFFE HOUSE LONDON E.C.4. FLEet Street 6000 
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Not one penny 


' 


National Campaign in 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96/98 LONG ACRE, LONDON, W.C.?2 
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is wasted... 


In WOMAN your client’s message goes direct to over 6,000,000 
women—more than a third of all the nation’s women 

—AND EVERY ONE IS A POTENTIAL CUSTOMER. 
This concentration of 100% feminine buying power is 


unequalled by any other woman’s magazine in Britain. 


As a result, when you place your advertising in 
WOMAN, you acquire the most selective, most powerful, 


most influential advertising force available. 


And now, through the availability of double-page spreads 
in full-colour* announced recently, this power has been vastly 


increased. 


You can assure your client the greatest value for his 
investment by making reservations now for colourgravure or 


monotone in 1957. 


* Because of the still unsatisfied demand for colour in WOMAN 
the frequency of these double-spreads qwill be limited. 
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order ? 


How much space do you waste in stationery storage ? 
Have you rooms filled with old catalogues and out of date 
forms? The Rotaprint method of printing enables you to 
print smaller quantities at one time thus minimising the risk 
of accumulating obsolete print. This is because repeat runs 
are so economical and jobs may be stored on thin metal 
plates in the minimum of space. 

JUST THINK OF THE CONVENIENCE of printing office 
and accounts forms—booklets, catalogues and folders. The 
latter with a quality of reproduction that will make the 
sales staff really sit up and take notice. 

The coupon below is for your convenience and involves 
you in no obligation at all. 


b Lepr onl 


offset 


small 


Lis 
ENQUIRY FORM 


Please send, without obligation, printed specimens and full details of Rotaprint. 


NAME 


OPT. —...... sale 


Pin this Enquiry Form to your letterheading and post to 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.?. 
Tel: COLindale 8822 (12 lines) 
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Toothpaste gimmick spot 


‘lacked imagination’ 


A blazing beach, the child at play—and the parents lost to the world. 


This pleasant theme comes into the cartoon commercial for the new 
Sharp's product, Kreemy Fruits. 


across the “shielding” effects 
provided Ly their toothpaste, but 
I am afraid that it just does not 


| come off. 


There is very little compari- 
son between a small boy squirt- 
ing water at the presenter from 
the other side of a glass sheet 
and the attack of food by- 
products on the enamel of one’s 
teeth! The basic format is, 
however, good. A little more 
imagination, and the use of 
micro-photography and time- 
lapse work, might do a lot to 
make this commercial con- 
vincing. 

And while we are quietly 
brooding on technical subjects 
can some one tell me why the 
Gillette commercial has such a 
bad matched dissolve? 

The commercial starts off with 
a track-in to the current Gillette 
poster showing a girl and a giant 
“Rocket-set.”. So far so good, 
because this is a standard gim- 
mick to provide a strong mental 
recall. Then, as we dissolve 
from the poster, the model’s 
head is seen to be pointing the 
other way in the live scene. 


The Mackeson pro- 


courts was well in 
the commercial 
television picture 
during the Wimble- 
don championships. 


This sort of thing happens to 
the best of us on the set, but it 
surely should not have been 
allowed to go beyond the 
editing stage. 

Yes, yes, we know that the un- 
trained audience will not really 
notice what has happened, Mr. 
Producer! However, they will 
subsconsciously note that some- 
thing is wrong—which is a pity. 
for the rest of the commercial is 
first class and well thought out—- 
with its selling appeal to women, 
for reasons we need not go into. 


Avoiding an accident 


There is also a demonstration 
for the virile male to prove that 
anyone can replace a blade with- 
out chopping off a finger, and that 
may have further repercussions if 
we are to believe the latest United 
States research on the mental atti- 
tude of men to sharp razors. 

For those who like their shave 
mechanised, we go on to the 
Remington “Super 60” commer- 
cial. One of the first things one 
learns when writing a commercial 
is not to address an actor from 

@ Continued on page 24 
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A soap commercial that 
fails to clean up 


off screen and then have him plug 
the audience with his reply! 
Once again, we can proudly state 
that there are no rules for tele- 
vision—in between dogmatically 
setting them forth for the tyros! 
Before the Remington chaps 
concerned start to preen them- 
selves, let me hasten to add 
that the only reason they got 
away with it this time was be- 
cause the presenter was so 
extraordinarily good. There is 
something about his face and 
the mute appeal of his predica- 
ment as he listens to the lec- 
turer that comes right across to 
the audience. His reactions 
and final conversation (not so 
mute) are a study in acting. 
The script is well written and 
the pictorial side technically per- 
fect. The whole thing has been 
summed up by the last two words 
on my monitoring report: “Sur- 
prisingly believable!” 


Recital of articles 


It is a pity that the same can- 
not be said of the Lux commer- 


cial which employs a seemingly 
real life housewife to plug the 
product. The poor girl is made 


to recite the number of articles 
that she washed with one packet 


of Lux, and by the time one 
reaches the end one feels that 
“10 Men Went to Mow a 


More and more exciting photomurals by Autotype . 


Meadow” has been sat through. 

A few of the side comments 
from disgusted females which 
reached this monitoring ear were 
not encouraging: “Well, how 
dirty were they to start with?” 
seems to have been a favourite 
come-back to the helpless tele- 
vision screen. Coupled with 
this unfortunate format is the 
fact that, for all her undoubted 
charm, the presenter involved 
simply does not have what one 
could exactly call a good tele- 
vision voice. It all adds up to 
what in my view is a_ rather 
tedious commercial. 

Those that guide the destinies 
of Oxo, however, more than re- 
lieve the tedium with a _ very 
funny commercial that is almost 
as involved as the  afore- 
mentioned. Somehow, we | get 
all mixed up with Oxo cubes 
and the “House that Jack 
Built!’—and when the hard- 
working narrator fluffs his lines 
and cannot remember whether 
the house was built by Tom, 
Dick or Fred, one starts wishing 
that it all took place in the 
entertainment segment of the 
viewing time. ’ 

On one viewing I cannot 
recall more of this item than 
that it was extremely involved, 
very funny—and had a lot of 
Oxo in it. So one can definitely 


Anything to do with films and 


their making is exciting! We 
recommend your seeing The 
Observer Film Exhibition, Tra- 
London. It’s 
good, very good, and full of 
You will be intrigued 
by the giant photomurals ; one 
long, and there are 
others which cover the four 
walls of the huge British Room, 
Hans Wild 
Autotype, 
the specialists, made the photo- 
Another example to 
show what Autotype can do. 


falgar Square, 
surprises. 
is 5O ft. 
forming a film set. 
took the pictures. 


murals. 


we hasten to add 
making of smaller ones, 
transparencies, 
white 


exhibitions. 
regret it. 


In case you should imagine we 
handle only giant enlargements 
that our 
‘bread and butter’ work is the 
and 
in black and 
or colours—as used in 
advertising, display, and trade 
Try us, you'll never 


AUTOTYPE COMPANY LIMITED, 


The Thames and Tower Bridge brought to Trafalgar Square! 


place it on the plus side. After 

all, next time my attention will 

be fastened to the screen... 
and what more could an adver- 
tiser wants 

+. 

THE vent ry high aunhial they 
set early in the game is being 
upheld by Heinz salad cream. 
The company’s latest commercial 
opens and closes upon a cartoon 
grocer with a jingle which must 
be well known by now. On top 
of that came a recipe which had 
the Teletaster family making 
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notes—something to do _ with 
savoury eggs. 

As a closing note it is suggested 
that you try to catch the Moussec 
commercial. In one fell swoop, 
it illustrates two widely separated 
points hammered home often by 
this critic. The first (made long 
ago) that traditional folk songs or 
nursery rhymes do not make the 
most satisfying jingles. Second 
point, mentioned more recently, 
is that the electric organ can be 
considered the béte noire of tele- 
vision commercials. 


The Heinz product gets powerful sales talk from the shop assistant 
greatly 


in the current television commercial. 


Teletaster's family 


appreciated the recipe feature. 


BROWNLOW ROAD, WEST EALING. 


One of the 50 ft long photomurals at the exhibition. 


MOST of the really good 
enlargements are made by 


AUTOTYPE 


LONDON. . 13 
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EALing 2691-2-3 
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LONDON MOTOR SHOW, EARLS COURT, 17-27 OCT. 
. x 


With a circulation 

guaranteed to average over 

170,000 copies per issue, The AUTOCAR 

Show Numbers are the most far-reaching, most 
enduring, most POWERFUL advertising 
medium you can use. They will 

be studied by the world’s 

keenest motorists and will 

sell everything from cars 

to carburettors, from 


cigareites to clothing. 


a 


= 
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NUMBERS Jean 
LONDON SHOW a 


ILIFFE & SONS LTD. DORSET HOUSE, STAMFORD STREET, LONDON S.E.!. WATERLOO 3333 (60 LINES) 
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ADVERTISING CASE HISTORY—95 


A stunt that begun with a newly decorated 
showroom theme ended with one that 
may make things easier for everybody 


Search for ‘laziest man’ 


boosts easy chair 


HE redecoration of a furni- 

ture manufacturer's show- 
room can be used in many 
ways to gain publicity for the 
firm. But something — very 
much out of the ordinary was 
sought. 


And it was found-—with bone 
laziness the theme. 


The long, long train of logic 
which led to the final “Lazy 
man” idea began when one of the 
youngest Napper, Stinton, 
Woolley Ltd. public relations 
executives, 21-year-old Shirley 
Williamson, formerly a Waltham- 
stow Guardian reporter, called at 
the Manchester showrooms of 
the agency’s client, Minty Ltd., 
in search of Lancastrian news 
interest stories. The showrooms 
were being redecorated at the 
time and it occurred to Miss 
Williamson that this might 
feasibly be exploited as the peg 
for a stunt. 


In the opinion of Ted Jones, 
head of the agency’s press and 
public relations department, the 
essence of stunt publicity is strong 
satire. As he has put it: “It is 
the funny bone of society over- 
laid with the fatty tissues of 
reality. The stunt is one man’s 
sense of humour, animated by a 
naughty flair for opportunism.” 


Search for headline 


When the public relations 
officer returned from Manchester 
the problem of how should she 
exploit the redecoration of the 
showrooms was the theme of a 
series of discussions. One 
scheme was devised and while it 
was quite % good one it was no 
headliner and was, eventually, 
thrown out. 


At last the “Lazy man” 
idea came up from a series of 
self-posed, self-answered ques- 
tions of the kind, Mr. Jones 
has declared, that publicity 
people “whip themselves with 
from the outer orbit of the 
advertising world to _ the 
earthy reaches of popular 
thought. Who, I asked dur- 
ing a session, is best qualified 
to adjudicate upon the merits 
of a chair? Well obviously 
the middle aged, the elderly, 
and the lazy. Preferably the 
lazy: their assessment would 
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He could not. 

He had gone to sleep. 

The entire course of procedure 
for the “election” day was 
meticulously worked out well in 
advance. Here are five of the 
many points made by Mr. Jones 
in a memorandum : 

“The information you want 
from your idlers is, roughly, 
this: their names, addresses, 
ages, occupations; how long 
they have liked idling: what 
have they learned from 
idling? how to sit down; how 
to be comfortable when sitting 
for long periods; what do they 
do when sitting down? (Do 
they read books, newspapers; 
do they study? Look at tele- 
vision?); what is the most pro- 
longed rest they can remember; 
if they come from other parts 
of the country, would they 
reckon that their laziness dated 
from the time they came to 
live in Manchester. 

“The idlers, naturally, should 
be seated during the interview, 


THE CHAIR chosen by the 
winner of the Manchester contest 
was the Minty “Henley.” The 
journal “Furnishing World” re- 
ports that “now the firm is think- 
ing of carrying out similar tests 
in other parts of the country. It 
may be possible, as a result, to 
produce what the laziest people 
consider the most comfortable 
chair, not only in Manchester, but 
according to the likings of each 

region.” 


“bone lazy” winner of the Manchester competition. 
was gained for Minty Ltd. as a result of the campaign. 


be authoritative, larly 
if they embellished their in- 
with slow-worm 


(and three national newspapers) 
made the effort to answer the 


diagrams of his 
to Napper, Stinton, Woolley Ltd. 

The stunt had next to be de- 
veloped and brought to a satiri- 
. Already it had in- 


“How to find an idler?” 

Who would confess to being 
bone lazy? Obviously, there was 
only one possible way of rooting 


out the dilatory: with a classified “We had the idlers— 


now what to do with them?” 
i “We simply had 
to find Lancashire’s laziest man. 
So we decided to elect him on 
an oral examination of his lazi- 


placed in the Manchester Guar- 


“A LEADING British furniture 
manufacturer is anxious to find 
a Mancunian over 50 years of 
age who is proud 
ashamed, of a lifelong addiction 
Proud, we mean, 
in the sense that idleness is an 
acquired and cultured art ; 
the most successful and nicest 
persons are those who work 


showrooms—and let them elect 
their own monarch on a profes- 
sional assessment of his dilatory 
principles before an audience of 
Manchester press men.” 


Carpet slippers included 
funds with which i : 
their spare time to studying re- 
pose. This manufacturer would 
like such intelligent idlers to 
write to him setting out their 
philosophy and the lessens of 
applied rest, preferably in arm- 
The best idler ; 
prove of inestimable value to 
the future design of British 
chairs and will also hear some- 
thing to his advantage. Address 
GE 126 Manchester Guardian.” 
What was the response? 


Williamson at that stage was to 

ask all the idlers to bring their 

carpet slippers along to the con- 
id. 


The party was no easy assign- 


One laugh they did 
not deliberately evoke was when 
a press man tried to interview 


and demonstrate their idleness. 

Have Mr. Minty stoop by their 

side, or stand behind the chair. 

Then, af pictures are taken, he 

will have a better chance of 

inclusion, and, hey presto! we 
have ‘mention.’ 

“After the interviews, have 
Mr. Minty sum up, with all 
your idilers standing, not 
sitting, before the audience. 
Elect the ‘all-star idler’ by 
applause. 

“After the election, Mr. 
Minty should call for applause, 
thank the unsuccessful candi- 
dates, and lead the winning 
idler to another part of the 
showroom where, if possible, 
a range of Minty chairs should 
be arranged in a line, and 
roped off. Have the winner 
inspect the parade of chairs, 
walking their entire length, and 
make his choice. 

“Finally, make him sit in it, 
and dissertate on its com- 
forts.” 

And what was the result, in 
terms of publicity? 

The “Lazy man” stunt was a 
tremendous hit with front page, 
double-column stories in the 
Manchester Guardian, and big 
splashes in the Daily Mail, 
News Chronicle, Daily Telegraph, 
Daily Herald, Daily Express, 
Yorkshire Evening News, Man- 
chester Evening News, Man- 
chester City News, Belfast 
Telegraph, Manchester Guardian 
Weekly—and the BBC 

Some reporters even went so 
far as to describe the stunt as 
“the best they had ever known 
in the North.” 
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Where can one talk to 


TYCOONS 
BY THE 
THOUSAND? 


Our latest ABC net sales show an advance on 1955 of two thousand. 
If your clients are after the kind of men who indulge in — and 
authorise — big spending, your schedules need The Economist. 


10,412 in 1938, 17,750 in 1945, 53,676 in 1955 
TODAY 55,618 


Reach them in The Economist 


22 RYDER ST., ST JAMES’S, S.W.I WHITEHALL 151ff 
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REVIEW OF POSTER ADVERTISING 


| & advertising we are repeat- 
edly warned of the danger 
of overestimating public intelli- 
gence. One keeps saying 
through the years, with mono- 
tonous repetition, however, that 
a far greater danger lies in 
underestimating it. 


The general level of public 
intelligence can easily be gauged 
from a few cursory glances at the 
editorial columns of national 
newspapers and magazines. The 
level is not exceptionally high ; 
but the editors of mass-circulation 
papers seldom make the mistake 
of talking down to their readers 


“ITH CADBURY'S 


Real Fi 25 


PRINCIPA'’ BRANCHE 


BRIDGE AP 
THAT G onc 


Most people in this country have a 
sound sense of humour. It is 


a mistake to underrate it so— 


Let the joke laugh 


for itself 


says STUART LEWIS 


and treating them like a mass of 


morons. 
Not 


long ago a copywriter 


friend of mine was asked by an 


account executive, 
to prodi 
humorous” campaign: 


ousness, 


seri- 
“semi- 
a contra- 


in all 
uce a 


diction in terms and an implied 
insult to the public. 

I have no idea what sort of 
campaign was finally approved ; 


but 


sincerely hope, for the 


client’s sake and for the copy- 
writer’s sanity, that it was in no 
way semi-humorous. 


> 


In the opinion of 
Stuart Lewis this is 
rather an ana- 
tomical approach 
to the product, but 
it is certainly 
memorable. 


The client, it appears, had 
little sense of humour himselj 
and did not really believe that 
anyone else had. So the 
account executive compro- 
mised : with the result that the 
copywriter was put in the 
absurd position of a man in a 
pub being forced to say to a 
perfect stranger, “I say, old 
chap, I heard a smashing half- 
funny joke the other day. 
Stop me if you can.” Which 
does not go down very well in 
pubs—or, for that matter, in 
print. 

A new and very noticeable 
poster shows a couple of young 
children gawping over the edge 
of a tea table at a plate of 
Munchmallows. The main word- 
ing is “Munchmallows for tea 
today!” This, in association with 
the eager children, says all that 
can and need be said. 


Driving it home 

Unfortunately, it was not 
enough for the producers of this 
poster. “What we want is 4 
slogan with appetite appeal,” 
someone probably said. “O.K..” 
thought someone else, “you will 


get it.” And they did. Across 
the foot of the poster are the 
words, “Mu(n)ch more deli- 
cious!” 


In the yum-yum world of con- 
fectionery advertising, such 
slogans are part of the language 
and I suppose one must bow to 
common _ usage. Nevertheless 
there is something about this 
slogan which calls for special 
comment. 

Those brackets round the 
“n” of Munch. Every time I 
see them I wince: they are 
symbols of that ghastly fear 


that the public will “miss the 


AND PROVINCES 


Ss MANCHESTER 


BIRMINGHAM 


LEEDS 


EFFICIENT SERVI 


G.L. McLELLAN- DIRECTOR 


WATFORD 
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Below this first-class photograph 

packets of the Spangles confec- 

tion have been depicted in the 
latest poster. 


point.” In fact, a painful 
underestimation of public in- 
telligence. Take them away— 
and what happens? The slogan 
immediately becomes less 
laboured and more acceptable. 
And without the brackets, the 
play on words is still abun- 
dantly clear to anyone who 
can understand the simplest 
English. 
This slogan trouble only brings 
us back to the well-proved theory 
that in posters the visual pre- 
sentation should tell more than 


@ Continued on page 30 


Another in the Cadbury “‘fill-a- 
gap” series of posters. The 
agency responsible is F. C. 
Pritchard, Wood & Partners Ltd. 


OR ENTERPRISE 
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Go to 
Sheldons.. for an 


accurate estimate of 


the Poster coverage 
required 


in any town or area and the possibilities. 


WHEN IN 


BIRMINGHAM 


YOU MUST SEE 


Sheffields 


POSTER SITES 


for increasing your sales as the result 


of this. Experience of past results is the 


only safe criterion for the launching of a 


Poster Campaign and in this field there 


is no firm better able to advise you. 


WH 


Our recently completed, fully visual system 


ithe ethge* hi gt. 


3000 POSTER SITES 


with complete eoveregill 
of the Manchester Area®e 


for the planning, servicing and checking of 
all Outdoor Advertising operations is based 


on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 


—and so to maintain the high standards of Manchester Poster Services ltd 


; 27-29-31 Bootle Street, Deansgate, Manchester 2 
efficient service, always associated with our 


name in the Outdoor Advertising field. 
May we show you how we do it? 


% 


We give individual inspection 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


At least thrice monthly 


To each of your posters 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone : MUSEUM 8701 (5 lines) 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 
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‘Good photographs are 


always eye-catchers’ 


half, if not the whole, story. The poster presentations. And it is 
Cadbury’s glass-and-a-half of — still being used effectively—this 
milk pouring into a bar of time with pleasantly free figure 
chocolate is one of the classic drawings behind it, superimposed 
on a grass-green background. 

No slogan at all. 

No nonsense. 

Another new Cadbury's poster 
series relies very largely on a 
visual gimmick supported by a 
slogan. But the gimmick re- 
quires the slogan, and the two 
work pretty happily together. 
The posters show a _ young 
woman after swimming, a young 
man hurrying to a_ business 
appointment, each with their 
middles whited out. Across the 
space where their starving 
stomachs should be runs _ the 
slogan, “Bridge that gap with 
Cadbury's Snack.”” A somewhat 
anatomical approach, perhaps, 
but far more memorable than all 
the verbal succulence ever 
squeezed from Roget. 


This quad crown poster for Sunderland's twin resorts of Roker and 
Seaburn has been based upon a theme suggested by the publicity and 
entertainments manager, W. E. Holden, and designed by the J. P. 
Touhey advertising agency of Newcastle-upon-Tyne. Printing was 
carried out by Jordison & Co., Ltd., of Middlesbrough. 


the outdoor, energetic life? tion of it was somewhat marred 
Use of photograph Once again, mo desperate’ by the fact that, owing to the 
Best of the new confectionery striving to make the mouths of | awkward curve of the wall on 
posters is the new Spangles. At millions water. The appetite which it was posted, ail three 
. least three-quarters of the poster appeal is made by implication stumps appeared to be bent like 
THE IDEAL BARGAIN HOLIDAY is occupied by a first-class 


—not, thank goodness, by wilting candles. But this was not 
photograph of a young man and salivation. the fault of the advertiser or his 

~ ---—— =~ — his girl astride bicycles, about to Another good photographic agent, who had produced a 
The cheap travel possible with a 


4 fra ssid set off for a ride in the country. poster which caught the eye (as straightforward and highly effec- 
Runabout” ticket is indicated by _ He says to her, with the aid of a good photographic posters always _ tive job. 


this poster now being used by the balloon, “Got the Spangles?” do) is the Worthington wicket- The latest poster for Benedict 
North Eastern Region of British What better way of saying keeper in the act of making a_ Peas is distinguished by its notice- 
_—— Railways. that Spangles are essential to — sensational catch. My apprecia- @ Continued on opposite page 


BALLOON GOES UP... 


... people are reminded of your products just when 
they are in the mood and often in the place to buy. The 
inclusion of Gartex Balloons in many appropriations has been 
rewarded by pleasing upward trends in sales graphs. See that 
you get GARTEX, the toughest quality balloons with the 


longest life. The cost is trifling. 


ad 


OX | 
balloons fos advettising 


Enquiries to 
YOUNG & FOGG RUBBER CO. LTD., 


Garfield Road, Wimbledon, London, S.W.19. 
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Neon sweet 
seller in 
Neweastle 


At Newcastle- -upon-Tyne a 
town crier” is active—in 
the form of an _ illuminated 
sign installed in Northumber- 
land Street in the centre of the 
city. 

The town crier is the trade- 
mark for the Petan sweets manu- 
factured by Cowper and Dods- 
worth Ltd., and the message he 
proclaims every day and night to 
the thousands of passers-by is a 
reminder to buy “Ye Olde 
English Black Mints.” The com- 
plete sign was manufactured and 
installed by Claude General Neon 
Lights Ltd. 


Use of aluminium 


The figure of the crier, dressed 
in a tricorne hat and traditional 
clothing, is cut out of aluminium 
and illumination is achieved in 
three ways. Single lines of white 
tubing are recessed in stencil cuts 
to trace the cuffs, revers and hat, 
while the crier’s scroll, hand-bell, 
cravat and wig, have been em- 
phasised by the use of sign- 
painted Perspex illuminated by 
white tubing at the rear of the 
cut-out. 

To produce a silhouette effect, 
white tubing has been fitted 


Tradition and modernity combine 
in this neon sign. 


around the edges of the cut-out, 
at the rear of it. The general 
lettering is formed of light blue 
tubing and the name Cowper & 
Dodsworth Ltd. is mounted in 
15 inch block letters lit by “sign 
white” tubing. The complete 
sign is mounted on a panel 20 
feet high by 13 feet wide and 
has a border of jasmine Cleora 
fluorescent — 


REVIEW OF POSTERS —continued 


ably better standard of design. It 
is less distinguished by its slogan: 
“Benedict Peas are guaranteed to 
taste better.” 

Better than what? 

Surely such a slogan could 
never influence the average 
money-conscious housewife. 


THE TIDE MAL. WOODBRIDGE 


SUFFOLK 


\GE BRITAIN BY TRAIN 


The Tide Mill at Woodbridge is 
featured in this poster issued by 
the Eastern Region. 


All over London one can see, 
if one looks hard enough, road 
safety posters put out by borough 
councils. Many of them are ex- 
tremely good; but most of them 
are far too small to catch the eye 
of the crash-happy motorist or 
the inveterate jay-walker. 


FLEETWOOD 


Lancashire's Farnily Resort 


This energetic poster is currently 
being used by the London Mid- 
land Region of British Railways. 
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IMEDCURY 


vate 000 y NET SALE 


LONDON, C.P.R. CRANE 44 FLEET ST. E.C.4. TEL. FLEET ST., 6820 


WHAT IS A 


CONTROLLED-COMPLETE- 4) 
COVERAGE CIRCULATION * 


The Wallpaper & Paint Retailers’ Journal is a good example. 
blished the Wallpaper & Paint Retailers’ Association of Gt. 
ritain, BUT its circulation is not limited to Members. It is distri- 
buted to the Proprietors or Managers of Al/ Retail Wallpaper & Paint 
Shops known to the Association, whether they are M $ or not. 


It is 


Wallpaper & Paint 


Retailers’ Journal 


Gives a complete coverage of all shops whose primary business is 
the retail sale of Wallpaper, Paint & Allied Decorating Materials. 


YOU CAN’T COVER THE TRADE EFFECTIVELY WITHOUT IT. 


AND NOW 


GOING MONTHLY! —- larger page size! 


The Journal has been so successful that both frequency and 
page size are being increased. From January, 1957, it will be 
published monthly and the page size will be increased by over 
65Y,—but full series advertisers will pay no more than before. 


GET FULL DETAILS NOW! 


"PHONE 
1 Arundel Street Covent Garden Adextra, 
Strand, W.C.2 1612/3_ Estrand, London 


FOR SPECIMEN COPY, RATE CARD and FULL DATA. 


WRITE WIRE 
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WARNING that within 
the next six months an 
increase in provincial news- 
paper rates in Ireland is inevit- 
able has been given in supple- 
mentary comment on 4 
statement issued by Associated 
Irish Newspapers—the organ- 
isation of the provincial news- 
papers in Ireland. 

A lengthy statement, issued 
jointly with the Irish Master 
Printers’ Association, surveys the 
causes of the increases in their 
costs with a preface that the 
bodies consider the public should 
be informed of the reasons for 
increases “which must be antici- 
pated in the cost of advertising, 
printing and, possibly, the selling 
prices of newspapers.” No simi- 
lar statement has been issued by 
the daily newspapers, although it 
is known that the recent increases 
in paper costs (a five per cent 
government levy) and _ other 
charges have been under review 
by individual managements and 
by the Dublin Newspaper 
Managers’ Committee. 


Anniversary of paper 

AN UNUSUAL event for a pro- 
vincial newspaper was the recent 
party given by the directors of 
the Munster Tribune (Clonmel) 
in Dublin to mark the first anni- 
versary of the establishment of 
that newspaper. Arrangements 
for the party were handled by 
public relations man Leslie A. 
Luke, and it is believed to be 


over 220,000 women 
buy it monthly 


In a purely women’s market the pulling power of Stitchcraft is 


DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


Forecast of ad rates rise 


for provincial papers 


the first occasion on which a pro- 
vincial has organised entertain- 
ment on such a scale in Dublin. 


Fish industry campaign 


THE PUBLICITY campaign for 
the fish industry, which was 
promised by the government last 
February, started in July—the 
account being handled by Arks. 
According to the official state- 
ment when the campaign was 
announced the venture is to 
cost about £10,000. It is probable, 
however, that in view of the 
attention which is being focused 
on the fish industry at the present 
time and the recent organisation 
of a group concerned with pri- 
vate interests in the industry (also 
reportedly planning a _ publicity 
campaign) that the government 
body concerned may _ seek 


quite outstanding. You can understand why. First, its circulation 
stands high in the list of women’s monthly journals. Then, every woman 
who reads Stitchcraft does so for one purpose. To see what's new to knit, 
to crochet, to embroider, to buy—for herself, her family, or her home. 
She’s ready to be sold anything good that interests her, and she thinks 
highly of goods and services advertised in such a well produced magazine. 
Stitchcraft has no waste circulation and its life may 

be reckoned in years. Altogether a bargain at £204 a page. 


ABC Net Sales (January-June 1956) 224,013 copies a month 


Type area 8}” x 6”. £204 page. Advertisement Manager, 
S. H. BOWDEN, Stitchcraft, Great West Road, 


Brentford, Middlesex. Tel: EALing 6283. 


authority to spend a greater sum 
in persuading the Irish public to 
eat more fish. 


* * * 


THERE WAS criticism in the Dail 
(Parliament) recently of British 
Railways, and one government 
member maintained that alter- 
native services to Ireland were 
not being adequately advertised 
in Great Britain; two others 
subsequently supported the view 
that most of the publicity was 
concentrated on the Holyhead- 
Dun Laoghaire route at the 
expense of the southern routes. 


* * * 


FiGuRES FOR the National 
Income in Ireland for 1954 have 
just been issued, and show that 
it totalled £448 million in that 
year, compared with £297,100,000 


AuGustT 17, 1956 


in 1947. 
tion cuts out 25.4 per cent of that 
income, against 23.3 per cent in 
1947. 


Direct and indirect taxa- 


* * * 


PACKAGING, WHICH has hitherto 
received comparatively little at- 
tention from many- Irish manu- 
facturers, is to be the subject of 
seminars sponsored by the Arts 
Council of Ireland and promoted 
by the European Productivity 
Agency next year. The project 
aims at encouraging better pack- 
aging techniques at the level of 
both manufacturers and whole- 
salers in order to improve the 
overall economic efficiency of 
these enterprises. Part of the 
course is to be concerned with 
the changes needed in packaging 
because of the development of 
the self-service store. : 

Up to this time there have been 
few attempts at the establishment 
of self-service stores in Ireland, 
but the Retail Grocers and 
Allied Traders Association has 
been studying their operation in 
Britain and elsewhere as it is felt 
that their expansion is inevitable 
in the near future 

> * * 


Bord Faitte Eireann (the 
Irish Tourist Board) is currently 
undertaking a large scale tourist 
survey at virtually every depar- 
ture point in Ireland, including 
main road exits from the Repub- 
lic into Northern Ireland. The 
project aims at interviewing over 
3,000 groups of departing visitors, 
@ Continued on opposite page 


... to buy from it! 
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Dublin news- 


letter —-ontinued 


and one of the questions inquires 
what induced the visitors to come 
to Ireland. Other queries will en- 
deavour to ascertain their total 
expenditure and, as far as pos- 
sible, a breakdown of that expen- 
diture. A similar survey, on a less 
intensive scale, was undertaken 
by the board last year. 
° 7 * 

One oF the most successful 
activities of the organisation in 
the past year has been in its work 
to promote the holding of con 
gresses in Ireland. E. P. Kearney, 
promotions manager of the 
board, announced recently that 
20 international congresses (in- 
cluding the British Pharmaceuti- 
cal Society (1956) and the British 
Association (1957), have already 
been scheduled to take place in 
Ireland between now and the end 
of 1958. The board is also circu- 
lating to 1,800 congress organisers 
in Britain a booklet setting out 
the assistance which it is prepared 
to give them in connection with 
events promoted in Ireland. 


Ad-Press Club council 


Two changes have been made 
in the council of the Advertising- 
Press Club as elected at its annual 
general meeting. Peter Owens 
(Domas) and Alan Maxwell 
Urish Press), both of whom have 
served earlier on the council, 
asked to be excused from further 
service. Runners-up in the elec- 
tion, Miss Ann Ryan and Brian 
Doyle, were therefore co-opted 
and Miss Ryan has now taken 
over the duties of honorary secre- 
tary. The club is planning its 
annual outing to the Country 
Club, Portmarnock, on Sunday, 
September 2. 

+. * * 

OutTPpur oF public relations 
releases from Bord Failte 
Eireann during the period of An 
Tostal (the Ireland at Home 


Autonomous Republic 
of FLEET STREET 


Recent recipients of the Order 

of the Scornful Fist : 
Wardour Street 

British Motor Corporation 
William Kimber 


DO YOU QUALIFY? 
YOU’D BE SURPRISED 


Shell out ninepence each 
week for PRINTING, 


NEWS and enjoy your- 
selves with Diavolo. 


110, Fleet Street, London, E.C.4 


PRESS & PUBLISHING 


ADVERTISER'S WEEKLY 


TV future 


While making no promises 
about the introduction of a 
television service for Ireland, 
Mr. Michael Keyes, Minister 
for Posts and Telegraphs, has 
made one thing clear in a 
recent speech: the government 
considers any television service 
in Ireland should be one based 
on public ownership and man- 
agement. He said that the 
government had rejected pro- 
posals that had been received 
to set up commercial television 
stations in Ireland. 

At present the establishment 
ot a commercial television 
organisation would be open to 
the objection that it would 
encourage the type of addi- 
tional expenditure which— 
under present conditions—it 
was not desirable to encour- 
age. The Minister was 
obviously thinking in terms of 
the current credit squeeze, but 
this is not greatly hampering 
the buying of television sets 
which are capable of receiving 
(with various degrees of 
clarity) BBC programmes in 
Dublin and many other parts 
of the country. 


Festival) was very high, and it 
raised the problem with news- 
papers: how far were they justi- 
fied in utilising this material? 

Admittedly An Tostal is a 
national effort to stimulate the 
tourist industry and carries a 
certain amount of paid advertis- 
ing. But the “free puff’ approach 
has suddenly welled up to a 
hitherto unapproached level, not 
only for the tourist organisation, 
but for many other bodies which 
do not have a national interest. 
News editors, faced with the 
problem, are possibly not being 
rigid enough in their assessment 
of news values of “releases.” 

- ~ * 


THe Dustin' Corporation's 
“let-up” on its regulations about 
bridge signs has resulted in Shell 
(handled by McConnell’s Adver- 
tising Service) obtaining one of 
the most effective sites in the city 
—a bridge across busy Pearse 
Street. These bridge sites, like 
all railway sites on the Coras 
lompair Eireann (Transport 
Company of Ireland) system, are 
controlled by Transport Sub- 
sidiary Ltd. Solus sites, gener- 
ally, have been developing in the 
Dublin area, and both More 
O’Ferrall Ltd. and David Allen’s 
have built a number of special 
positions during the past year. 

* * * 

AMONG IRELAND'S smaller maga- 
zines which are achieving limited 
but important circulations is the 
Furrow, published from _ St. 
Patrick’s College, Maynooth, the 
country’s principal training 
college for Catholic clergy. When 
it first made its appearance it was 
designed for the clergy, but 
gradually the circulation has been 
extended (without pressure) and a 
substantial readership among 
influential laity achieved. 


ARTHUR 8. DIXON 


Limited 
Incorporated Practitioners in Advertising 


are moving on 
25th August 
to 
NEW OFFICES 
at 


7 SAVILE ROW 
LONDON, W.1 


Telephone 
Legation 5191 


“SYSTEM” Desk Diaries 
Make Ideal Advertising Gifts 
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Business maxims for each dap 
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Current day's sheet 
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<a year. 


Write TODAY for Leaflet and Quotations to:— 
Shaw Publishing Co. Ltd., Mercury House, 
Waterloo Road, London, S.E.1 
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ITH a total of around 
2,500 self-service stores in 
a country of seven million 
population, Sweden has ad- 
vanced farther in the change 
over to this type of retailing 
than any other European 
nation. The manufacturers 
have not been slow to recog- 
nise the new demands that self- 
service imposes on them—and 
the new opportunities that it 
opens up. 

Several of them have designed 
special display units which will 
fit into a standard self-service lay- 
out and will give their goods a 
distinctive place in the store. For 
instance, the manufacturers of 
the nationally marketed product, 
Wasabriéd crispbread, have 
evolved a wooden gravity dis- 
penser unit, with several vertical 
compartments, which can easily 
be attached to the wall wherever 
there is a free space. One such 
space is above the quick-frozen 
food cabinet. 


Specially designed racks 


The makers of RAgi branded 
goods supply retailers with wire 
racks, expressly designed for self- 
service, which fit on to the ends 
of gondola island shelving units. 
In Britain the manufacturer is 
still widely thinking in terms of 
novelty stands for display on a 
counter, despite the fact that few 
self-service stores have counters ; 
and those who have gone farther 
than this have, with enly a few 
exceptions, been unable to get 
beyond the idea of a wire rack 
that will stand in the aisles. 

As is shown by the two display 
devices mentioned, some, at least, 
of the Swedish manufacturers 
have made a successful effort to 
do some original thinking and 
produce devices that will give 
their goods a better showing and 
at the same time make the re- 
tailer’s job easier. Another in- 
stance of helping the grocer is the 
fact that suppliers of frozen foods 
are prepared to stock up the re 
tailer’s refrigerated display cabi- 
net for him and so save the time 
of his staff. 

All types of grocers in 

Sweden—co-operatives, multi- 

ples, private traders and depart- 


Streamlined sales methods 


in a prosperous market 


mental stores—have adopted 
self-service. The co-operatives 
pioneered the introduction of 
the system, but the mutiples 
and independents are now 
rapidly progressing with it. 
As in the United Kingdom, 
nearly all the self-service shops 
are grocery stores (with or with- 
out a non-food section), although 
there is at least one full scale 
self-service hardware store in 
operation. There is also a marked 
degree of self-selection (i.¢., the 
customer makes the initial choice 
himself and then approaches an 
assistant to complete the pur- 
chase) in the department stores. 
With a few exceptions, the 
supermarket (the large multi- 
lateral store selling all foodstuffs 
plus textiles and hardware in a 
single self-service layout) is not 
to be seen in Sweden. The excep- 
tions are a few “‘superettes”— 
that is, stores on the lines of 
United States supermarkets, but 
much smaller—which are chiefly 
operated by the co-operatives; 
and a few departmental stores, in 
which some non-food departments 
have been combined with the 
food hall in a single large self- 
service department. 


#®™ Peak hour solution 


Weekend shopping is as preva- 
lent in Sweden as in Britain and 
is as great a headache to the re- 
tailer. Several Swedish traders 
have found an interesting way of 
reducing the peak-hour rush 
that results from this tendency to 
do all the shopping at the week- 
end. 

Whereas in Britain the giving 
of a dividend, although practised 
by some multiple concerns, is 


: COVER SWEDEN THROUGH 


AK 


AGAZINES 


Allt + Bildjournalen 
Aret Runt - Hela Varlden 
Damernas Viarld 
Husmodern * Vecko-Revyn 
Se + Levande Livet 
Teknikens Varld 
Vecko-Journalen 


In the Ist quarter of 1955, A&A magazines had a combined sale of 

2,367,315. The total number of households inall Sweden is 2,232,249 

~proof enough thatA&Amagazines give complete national coverage. 
AHLEN & AKERLUNDS FORLAG 


LONDON OFFICE........ 


FRANK L. CRANE, 


69, FLEET STREET, E.C.4. Phone: FLEet St. 2811. 


By BRIAN MOORE, 
editor of Self Service 


FOCUS OU 
SWEDEN 


largely associated with the co- 
operative movement, in Sweden 
it is a feature of the businesses of 
nearly all private traders as well. 
Some independent grocers, such 
as Sture Lindberg (who for six 
years has been running a self- 
service shop in Hagersten, near 
Stockholm) have made use of the 
dividend system for encouraging 
shopping in the early part of the 
week. 


System of dividends 


Lindberg gives a basic dividend 
of three per cent, but he allows a 
considerably higher percentage 
on purchases above a_ certain 
value, made during the first four 
days of the week. A customer 
who makes a single purchase of 
50 kroner (about £3 10s.) or more 
on Monday to Thursday is 
allowed a dividend of five per 
cent. If she spends 100 kroner 
(£7) or over on one of those days, 
she gets eight per cent dividend. 
This has had the satisfactory re- 
sult of evening out Lindberg’s 
trade, so that 50 per cent of his 
business is now done on the first 
four days of the week, 20 per 
cent on Friday, and 30 per cent 
on Saturday. 

It can be seen from these 
figures that Swedish customers 
spend highly at their grocer’s; 
there are not many British 
private grocers whose customers 
spend as much as £7 in the 
shop. It may be added that 
assistants’ wages are higher in 
Sweden than in Britain and 
that there is no early-closing 
day, although staff receive one 
afternoon off in rotation. 


The Swedish self-service grocery 
store is much more of a food shop 
than its British equivalent. It is 
the rule rather than the exception 
to find that the grocer sells meat, 
fish and fruit and vegetables as 
well as the normal grocery and 
provisions items. Thus, “one- 
stop shopping” has become to a 
great extent an everyday habit 
among Swedish housewives, al- 
though it is as yet confined in 
Britain mainly to the London 
area and to a few new housing 
estates. 


Full self-service is not, how- 
ever, sO widespread as in this 
every 


country. Nearly self- 
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service store has two or three 
counters at which goods are 
served by the counter hands. 


Fresh meat is chiefly served by 
staff, being generally displayed 
unwrapped in a glass-fronted re- 
frigerated cabinet forming part of 
the counter run. The Konsum 
Samk6ép, a co-operative superette 
at Bandhagen (suburb of Stock- 
holm), tried complete self-service 
for butcher's meat, but abandoned 
it as a result of strong customer 
resistance to the innovation. Ex 
cept for a limited range of film- 
wrapped chops, they reverted to 
counter service for meat—but 
with the reservation that they 
would later make another attempt 
to introduce full self-service. 


Fruit and vegetables are gener- 
ally displayed on wall fixtures 
that do not differ greatly from 
those used in British stores to 
display pre-packed greengrocery 
produce. In the main, however, 
they are displayed loose and are 
served by an assistant who stands 
in front of the shelving. Norr- 
malms Livs, a multiple com- 
pany, are among the leaders in 
the pre-packaging of fruit and 
vegetables, the materials used 
being much the same as in 
Britain; but even in their shops 
there is a great deal of loose pro- 
duce. 


Fresh fish, rarely seen in British 
grocery shops, is sold in many 
Swedish self-service stores. The 
favourite display method involves 
the use of a flat open refrigerated 
counter. There is remarkably 
little smell and not only because 
the fish is really fresh but also 
because the air conditioning is 
very good, 

As one would expect in Scan- 
dinavia, hygiene is a sine qua non 
in food shops, and self-service 
has done a great deal to help the 
retailer keep his premises clean. 
The warehouses and preparation 
rooms are as spotless as the 
sales floor. 


At Sundsvall 
hardware 

Strombergs. 
ments—paints, 
the other painting accessories. A 
display of brushes is shown here. 


is a_ self-service 
store operated by 
It has three depart- 
brushes, and all 


Turnover increased by 10 per 
cent as a result of self-service. 
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ADVERTISER'S WEEKLY 


Advertising in SWEDEN? 


THE ALLEK MAGAZINES 


are Sweden’s fastest growing media 


ALLERS — 


The circulation of this popular weekly, designed for 
the whole family, increased from 225,000 to 
330,767 between 1954 and 1956. 


FEMINA 


The largest circulating woman's magazine in Sweden. 


Its net paid sales have now risen to an average of 


283,048 copies weekly. 


THE ALLER PRESS LTD. 


HALSINGBORG 
London Office 
34/40, Ludgate Hill, E.C.4. 
Phone : City 2784. 
F. A. Smyth, Representative. 


Dagens Nyheter 


SWEDEN'S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 300,000 ....... Sundays 352,100 


Dagens Nyheter is Sweden’s leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distri- 
buted every day outside Stockholm. 
Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 

It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4. ... Phone FLEet St. 281! 


a peat 


lf you want a thorough coverage of Southern 
Sweden, then Sydsvenska Dagbladet in Malmo is 
the answer. 


Its circulation area contains about one-seventh of 
the whole Swedish population. The density of this 
population is among the highest in Sweden and the 
district is considered very wealthy. 


No wonder Sydsvenska Dagbladet, as the leading 
medium in this area, carries more national adver- 
tising than any other newspaper outside Stockholm. 


Our representatives in Great Britain 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, S.W.|I. 
Tel. WHitehall 3366 


will be glad to give you any information about 


SYDSVENSKA DAGBLADET 
SNALLPOSTEN 


Malmo 


— the biggest daily newspaper in Southern Sweden. 


Recent reports quote Sweden as the richest 
country in the world . . . the largest national 
income per head of population and the most 
evenly distributed. 


Even in Stockholm, families still have many 
needs and choose carefully from the wide 
variety of goods they are offered. 

For this mass market, where competition is 


severe and quality and value for money 
uppermost, you need 


AFTONTIDNENGEN 


Stockholm’s popular evening daily 


For all information : 


A. PRESS LTD 


14 Dover Street, W.1. Mayfair 8615 
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WELLINGTON JOURNAL « 


Eee! 


NET SALES rt | es 9 WEEKLY (ABC) 


London Kepresentative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 
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Production 
Processing 
Testing 
inspecting 
Finishing 


If the product involves... . 


METALLURGI 


THE BRITISH JOURNAL OF METALS 


of ferrous or 
non-ferrous 
metals 


MUST CARRY YOUR ADVERTISING MESSAGE 


m=... 
THE KENNEDY PRESS LTD., 3! 


KING STREET WEST. MANCHESTER, 3 


LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


M.! 


COUNTRY 


Here in the Home Counties News- 
papers country, between the 
Oxford Road and the Great North 
Road, is the richness of industry and 
agriculture married to the commu- 
nity life of local people—and where 
the local papers of the H.C.N 
Group enter the homes of the 
people. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


A.B.C. Net Sales Jan. June 140,285 


PER / TRADE 
$ COL an FLAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON. Phone 5050 
Advertisement Manager: C. W. Gilder 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


44,509 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnsliow 0016-7-8 
London : George Jackson, 
Clifford’s Inn, E.C.4 HOL 361! 
Founder Member London Suburban 
and Home Counties Press Group 


WAREHOUSE 
SERVICES trtp 


High Street - Wealdstone « Middx 


LABEL PUNCHING 
GUILLOTINE CUTTING 
CREASING » MACHINE FOLDING 
SHOWCARD MOUNTING 
BOOK SEWING’ WIRE STITCHING 
SHOWCARD FRAMING 


Telephone HARROW 0366 
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Weather reports and frank 


comments from buyers are 


added to the cullings book 


A store with a scientific 
approach to press ads 


OSI provincial stores 
advertise regularly in the 
local press, but not all keep the 
close tab on the pulling power 
of their advertisements that the 
Landport Drapery Bazaar, 
Commercial Road, Ports- 
mouth, does each week. 

Six inch doubles and _half- 
page advertisements are taken to 
publicise new merchandise or re- 
duced prices of stock lines. The 
medium is Portsmouth’s Evening 
News and household advertise- 
ments usually appear on 
Wednesday and fashion adver- 
tisements on Friday. A feature 
is made of the “special offer,” 
which may be either  price- 
slashing or the sale of exclusive 
merchandise over a_ limited 
time 


Assessing the results 


To assess the appeal of the 
advertisement, a cuttings book is 
kept by the store’s advertisement 
director, lan Parkhouse, and 
advertisement manager, Miss 
P. W. Jeffers Each week the 
advertisements are pasted in, 
prefaced by a weather report 
ind followed by frank comments 
from the store’s buyers on busi- 
ness done as a_ result of 
advertising. 

Typical of recent advertising 
of soft furnishings are two 
examples from the “LDB” cut- 
tings book. 

First is an advertisement 

which appeared on May 23, 

featuring a consienment of 


JOHN ROBERTS 


French voile. The price range, 
from 10s. Ild. to Bs. ld. a 
vard, was high for Portsmouth 
shoppers, but despite this the 
department concerned sold be- 
tween 60 and 70 yards of the 
voile on the day following the 
appearance of the advertise- 
ment, and another 5O yards on 
the Saturday of the same week. 
A note of rebuke is evident in 
the buyer's comment: “One is 
not able to sell hundreds of 
yards priced from 10s. 11d. 


every day 


[The second example is an 
advertisement which appeared on 
June 20 occupying the same 
amount of space This was in 
connection with a curtain net 


promotion. and announced 
“Regular price tickets thrown 
away for three days.’ The com- 


ments book records excellent 
results “showing a definite fillip 
to sales and an increase on the 
week of 25 per cent.” Two lines 
were completely cleared and all 
advertised lines were in demand 

A high standard of layout and 


@ Continued on opposite page 


New design for quick cleaners 


Bold yet clean lines distinguish the front of the new Sketchley premises 
at Marylebone. One of the oldest dyers and cleaners in the country, 
the new establishment offers a “groom-while-you-wait’ service. 
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Story of progress is 
backed with ads 


artwork is attained, and recently 
the Bazaar took on an artist with 
an American style to illustrate 
their fashion advertisements. 

Weather does not always prove 
to be a major handicap. On 
June 15 a display advertisement 
featured a number of articles of 
clothing priced at five shillings, 
special offers for “Five Bob 
Day.” The weather was bad, but 
for all that sales were good. So 
far as children’s wear was con- 
cerned, “more than half of the 
advertised lines sold, and more 
could have been sold if there had 
been other sizes available.” 

In addition to press advertis- 
ing, the store produces its own 


menthly paper, Supermarket 
News, which contains bright 
editorial matter and announce- 


ments regarding new merchandise 
or special reductions. This con- 
trolled-circulation journal is dis- 
tributed by local students, and the 
print order now stands at 40,000. 

All advertising and publicity 
for the Landport Drapery Bazaar 
comes under the coal of Mr. 
Parkhouse. 


Commemoration 
in showroom 


GREAT INTEREST was aroused 
with Manchester and Lancashire 
motorists on the recent occasion 
of Blakes’ Silver Jubilee celebra- 
tions. 

To commemorate the event 
Blakes arranged for a show in 
their showrooms in which several 
leading motor and motor acces- 
sory firms took stands. A special 
free offer was made whereby 
motorists could bring their cars 
in for a special safety check, 
based on the famous Hendon test. 

The response from the adver- 
tising and a special four-page 
supplement in the “ Man- 
chester Evening Chronicle” was 
so great that the test, which was 
originally planned to last one 

week, had to be extended for a 

further three days—and even 

with this extra time it was fully 
booked. 

Spaces 11 inches by four 
appeared in the Manchester 
Evening News and Manchester 
Evening Chronicle and 11 by 
three inches in the Guardian. 
Eight by three inch _ spaces 
appeared in the News Chronicle 
& Daily Dispatch northern edi- 
tion and there was also a 60- 
second spot on Granada televi- 
sion. Agents for Blakes Motors 
Ltd. are R. H. Jackson Ltd. 

+ * * 

FACTS AND personalities of the 
Peterborough Agricultural Show 
were incorporated in an attractive 
16-page supplement to the Peter- 
borough Citizen and Guardian. 

The Hotpoint company were 
among several firms not directly 
related to agriculture which 


cashed in on the additional adver- | 


tising space available and also 


figuced among the 170 exhibitors | 


who made successful bids for 
stands. ‘ 
* 


ONE SUPPLEMENT that brought 


a distinct tang of the seaside into | 


the office was the eight-page item 
issued by the East Essex Gazette 
and styled “Holiday Supple- 
ment.” 
pictures about Clacton-on-Sea, it 
must have proved very accept- 
able to those who arrived in the 
town for their annual holiday. 


Improving the 


news service 


THE OPENING of the new 
transport section of the Birming- 
ham Gazette and Despatch Ltd., 
was seized upon by the company 
to telk readers of the Evening 
Despatch how it would work to 
give them an even better news 
service .. . and they used three 
full advertising-supported pages 
to tell the story of progress. One 


Dominated by news and | 


of the features was headed “On | 


Transport Day We Look Back” 
and gave the history of the paper 


—which began as the Daily 
Argus: 

“It was under the title ‘Daily 
Argus’ that the ‘Evenin 
Despatch’ was first printed. 
That was in 1891, when the 
newspaper was founded by 
Hugh Gilzean Reid and his 
partner, Thomas Purvis 
Ritzema. 


“For some years before that 
both men had been members 
of a newspaper syndicate in 


the provinces which controlled | 


25 papers—a press empire in 
those days. 

“Reid, a Gladstonian 
Liberal, and once MP for 
Aston, wanted a newspaper to 
represent his political views— 
especially after he had been 
defeated at the polls in 1886 
by the combined forces of the 
Conservatives and the Liberal 
Unionists. 

“And so the ‘Daily Argus’ 
was born as the opposition to 
the Conservative press. . . . 

“Today the company pub- 
lishes well over two million 
copies in an average week. 
Between Friday \evening and 
Sunday morning its presses 
produce no fewer than 750,000 
newspapers.” 

* * 


MORE AND more local papers | 


are running careers supplements 
to coincide with school-leaving 
time. One of the most impressive 
we have seen appeared recently 
in the Herts Advertiser and con- 
tained no fewer than 616 single 
column inches of advertisements 
for staff. A circular letter, plus 
a copy of the paper, has been 
sent to all London and provincial 
advertising agents, 


Largest Net 
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Sale in Kent 
KENTISH TIMES 


SERIES 


The eight papers of th “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


89,826 


PLAT RATE 26/- PER S/C INCH 


a group of nine 


influential newspapers 


A.B.C. 


NET SALES 


120.911 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


CHARLES BUCHAN’S 


FOOTBALL MONTHLY 


THE WORLD’S GREATEST 
SOCCER MAGAZINE 


Advertisement Manager—ALAN E. ELLIOTT, 
c/o Hulton Press Ltd., 43/44 Shoe Lane, London, E.C.4. 


PRINTERS 


ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 


VEEVERS & HENSMAN LTD. 
36, Albemarle Street, Piccadilly, W.!. 


Grosvenor 6782 


| FARMERS’ JOURNAL” 


| 


(Official Organ of Ulster Farmers’ 
‘nion) 
For efficient cover: 
of farmers through 
out the Six Cou 
of Ulster. 


A.B.C. figures 
Jan. to June, 1956 


28,271 


Belfast Office : 
18 Donegall Square, East. Tel. Belfast 24397 


MEMBER OF THE 
avoir BUREAU 
OF CIRCULATIONS 


London Office : 
69 Fleet Street, E.C.4. Tel. PLE. Street 5453 
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The () Leary childr l 
wont eat any margarine 


but Magic! 
THIS WAS A CARLTON PHOTOGRAPH ab 8 4 


NATIONAL PRESS ADVERTISEMENT 


AGENCY: Mather & Crowther Limited More and more people 
ADVERTISER: A,J. Mills & Company Limited prefer the taste of Magic 


—__ 
10% rich cream butter - helps to 
give Magic its wonderful taste! 
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Aucust 17, 


THE GRAPHIC ARTS 


—a weekly news survey 


Printers 


get new 


pay offer 


Proposals for a revision of wage agreements immediately affecting 
five printing trade unions have been announced by the British 


Federation of Master Printers. 


Two of the five unions—the Electro- 


typers and Stereotypers, and the Monotype Casters and Typefounders 


—have accepted the proposals. 

They give increases, in addition 
to those granted last January, of 
4s. a week for provincial crafts- 
men (with a further Is. 6d. a 
week, which would be absorbed 
from house rates or merit money 
where paid); 2s. 6d. a week for 
semi-skilled male workers; and 
Is. 6d. a week for women. In 
addition, 5s. of the present cost 
of living bonus (7s.) for men, and 
3s. 9d. of the present bonus 
(5s. 3d.) for women, would be 
consolidated in the new basic 
rates; and, in future, the cost of 
living bonus would be paid above 
an index of 155. 

Corresponding increases have 
been offered in the agreements 
covering London and Scotland. 

Three of the five unions con- 
cerned—National Society of 
Operative Printers and Assistants; 
National Union of Printing, 
Bookbinding and Paper Workers; 
and Scottish Typographical 
Association—are submitting the 
new proposals to ballots of their 


‘Radio Times’ to 
test plant 


Although there will be no 
official opening in the early 
stages of production at the Radio 
Times plant of Waterlow & Sons. 
Ltd., at East Kilbride, it is ex- 
pected that an official ceremony 
will be held later. 

Trade union officials who have 
visited the works at College 
Milton, near Hairmyres Station, 
describe it as the best plant of its 
kind in Britain. They have co- 
operated with the management in 
securing an adequate staff, and 
are expected to attend the trial 
printing runs next Thursday or 
Saturday. 

The plant has been planned for 
an output of three million copies 
a week of the Radio Times for 
Scotland and Northern Ireland, 
and this number may be in- 
creased at a later date. The size 
of the publication may be in- 
creased. About 300 employees 
will be employed when full pro- 
duction is obtained. 

The buildings were designed by 
the architectural staff of the De- 
velopment Corporation, who also 
supervised the construction. Rail- 
way sidings have been built and 
it is intended that all the incom- 
ing and outgoing paper used in 
the plant will be transported by 
rail. The works will use 80 tons 
of paper a day. 


members. The results are not 
expected for several weeks. 

The Newspaper Society, which 
has an independent agreement 
with NATSOPA, has made an 
appropriate equivalent offer to 
the rates given above. 

Similar proposals, made in 
respect of semi-skilled men and 
women members of the Amalga- 
mated Society of Lithographic 
Printers, have been accepted by 
the Society, and take effect from 
this week. 

The new minimum weekly wage 
rates for the main groups would 
be: craftsmen, 220s. in London, 
and 205s. 6d. (grade 1), and 200s. 
(grade II) in the provinces; semi- 
skilled male workers (minimum 
class), 183s. in London, and 
169s. 6d. (grade I) and 166s. 6d. 
(grade II) in the provinces; and 
women workers (minimum class), 
128s. in London, and 120s. (grade 
1), and 118s. (grade II) in the 
provinces. 


aes 


> * 


Every 


working day, ten 21 in. by 28 in. 


R. G. 


mittee. and F. A Paine, Patra’s packaging enquiry officer, 
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Connell (right), chairman of the Federation's public relations com- 


“interring”’ the 


print specimens produced during 1955. 


Print collection 


More than 60 = specimens, 
representing the best general 
printing produced during 1955S, 
were deposited in a one-time wine 
cellar at the Bedford Row head- 
quarters of the British Federation 
of Master Printers last week. 

These latest printing specimens, 
s¢clected from a large number 
submitted for the Federation's 
third Annual Print Collection, 
were “interred” in the presence 
of R. G. Connell, chairman of 
the Federation's public relations 
committee (which is responsible 
for the project) and hon. trea- 
surer of the Printing, Packaging 
and Allied Trades Research 
Association, and F. A. Paine, 


Original Heidelberg Cylinder 


machines leave this assembly line at the Heidelberg Printing Machinery 


Company in West Germany. 


Examining one of them are (left to right) 


Mr. Schwarzldnder, director of the Heidelberg company, George T. Simpson, 
managing director of Swindon Signcraft Ltd. (who at the time was making 
a tour of industrial Germany), and Fritz Niepert, Heidelberg PRO. 


New award in DPSPA contests 


With the exception of a few 
modifications the classifications 
and rules for the 1956 Display 
Producer and Screen Printers’ 
Association Competitions will be 
similar to last year’s. There will. 
however, be one new section in- 
troduced to cover “merchandise 
counter dispensers” (i.e. self- 
service sales-aids). 

There will be no restriction as 


to method of construction or 
materials used and non-members 
will be allowed to participate. 
Batiste Publications Ltd. (pub- 


lishers of Screen Printing) have 


given the trophy for this new 
section, which will be called the 
Batiste Award. : 

Final details of the competi- 
tions have yet to be approved by 
the committee. 


‘interred’ 


in cellar 


Patra’s packaging enquiry officer. 
Mr. Paine had earlier directed 
the storage of the printed pieces 
in set temperature and humidity 
conditions and their subsequent 
heat sealing in polythene 
envelopes before he placed them 
in large, air-tight containers to 
join their counterparts of 1953 
and 1954. 

Of the two containers for each 
year’s collection, one will be 
opened in ten years’ time and the 
other set retained for posterity. 

The object of the Annual Print 
Collection—believed to be the 
only one of its kind—is to pro- 
vide a chronologically arranged 
series of examples of the best the 
printing industry has produced. 

The specimens, which this year 
were judged by H. G. Newman, 
W. Heffer & Sons, Cambridge ; 
Frank Petty, Petty & Sons Ltd., 
Leeds; and Rolf Unwin, Unwin 
Bros., Ltd.. Woking, include 
booklets, catalogues, calendars, 
folders, leaflets, showcards, 
posters and book jackets. 


A pocket-book 


for printers 


The fifth edition of The 
Modern Printers’ Year Book 
well-known pocket-sized compen- 
dium of the printing trade — is 
now out. Published by Bendles 
of Torquay at 4s. 6d., it contains 
within its 212 pages a _ vast 
amount of technical data which 
will prove invaluable to all con- 
nected with the world of print. 
Features include charts and 
tables covering type, paper, ink 
and block-making; a 35-page 
type-specimen section; a Pur- 
chase Tax ready-reckoner; and a 
72-page Directory of Suppliers. 


Glasgow move 


New premises have been ac- 
quired in Bothwell Street, Glas- 
gow, for the Daily Herald and 
the People. The staffs will move 
from their present premises in 
Robertson Street on completion 
of alterations. 
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Last week, at the Swedish A. 
Press Conference dinner at Buxton, 
you might have seen your Contact 
—fortified by a mixture of beer, 
schnapps, and burgundy—stand up 
and respond to a speech of wel- 
come to the few Britons present. 
When I said that I had never 
enjoyed myself at a dinner more, my 
remarks were generously applauded 
—partly because of the visitors’ 
natural politeness and partly because 
my speech could hardly have been 
briefer. But I meant every word of 
it. 

My immediate, and very pleasant, 
neighbours were Hugo Holmstrom 
(Arbetet, Malmo), Géte Bjérnsson 
(Folket, Eskilstuna, Sweden), Rudolf 
Lindquist (Adbeiderpressens Anon- 
sekontor, Oslo), J. Brunvyoll (Ar- 
beiderbladet, Nytorget), Nils Caste- 
lius (Morgon-Tidningen, Stockholm), 
and Geoffrey W. Rose (export man- 
ager of Smiths Advertising Agency) ; 
and what with the singing of a 
“schnapps song” and of a song 
specially written for the occasion, 
the good-natured mutual chaffing of 
the Swedes and Norwegians, and 
conversation that ranged from the 
Armada to the oddities of the 
English language, my evening passed 
all too quickly. 

But if the Scandinavians know 
how to relax they know even more 


THE VIKINGS SWAM BY NIGHT 


how to work, and they managed to 
get through a remarkable amount 
during their brief stay at Buxton. 
It was also typical of them that they 
insisted on interrupting the dinner 
so that they could see and hear the 
Prime Minister talk on TV about 
the Suez Canal. 

I went to bed at about midnight, 
thinking the proceedings more or 
less over. Returning to London in 
the train next day with Gordon 
Wilson and Geoffrey Rose (of 
Smiths) and O. M. 
(Graham Lockey & Partners), I was 
astonished to learn that in the small 
hours the descendants of the 
Vikings had gone for a swim in an 
adjoining hotel before returning for 
some more conviviality till about 
5 a.m. 

Yet when I got up at a reasonable 
time for breakfast they had all dis- 
appeared into their coach for their 
homeward journey. . 

No doubt about it, that able 
young lady Miss Pamela Vacher 
(A. Press Ltd.) deserves to be con- 


gratulated. Not merely did she 
organise the conference, but she 
gave many off-the-cuff two-way 


translations of the speeches. And 
when you consider that two or three 
different dialects of both Nor- 
wegian and Swedish were spoken, 
this was quite an achievement. 


BUILDS 
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Over 70 advertisers use Roe Outdoor Advertising Limited 
for poster and transport advertising, signs, displays, 


be 


LONDON 
73, Grosvenor Street, London, W.1 
Telephone: GROsvenor 8228 (3 lines) 


ROE OUTDOOR ADVERTISING LIMITED 


the country. 


MANCHESTER 
20, St. Ann’s Square, Manchester, 2 


Telephone: BLAckfriars 9786 
(4 lines) 
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AuGus!I 


Lt.-Col. Maurice W. Batchelor (right) makes the presentation of a silver 
salver and TV set to Charles J. Stanley. 


Mr. Stanley returns 
to the office 


"TWENTY-EIGHT advertising and 
publicity people have combined to 
honour Charles Stanley, chairman 
of Charles Stanley & Partners Ltd., 
the Sheffield agency. To mark his 
recovery from a serious g§ness and 
return to business, they have pre- 
sented him with a silver salver, 
inscribed with their names, and a 
television set. 

The presentation was made by 
Lt.-Col. Maurice W. Batchelor, 
chairman of Batchelors Peas Ltd. 
and president of the Publicity Club 
of Sheffield, on behalf of all the 
friends, who included M. M. Gf. 
bert, managing director of the 
Jaeger Co., Ltd., to which Mr. Stan- 
ley is the advertising consultant for 
the provinces ; E. Gooseman, editor. 
Sheffield Star and director of the 
Sheffield Telegraph and Star Ltd.; 
N. St. J. Stembridge, advertising 
director, Sheffield Telegraph and 
Star; H. E. Boulter (H. E. Boulter 
Publicity Ltd.) ; H. Oelrichs (Oclrichs 
Advertising Ltd.); S. D. Dickson 
(Dickson Advertising Agency); J. 
Heys, Town Clerk of Sheffield; 
T. W. Sherratt, general manager, 
Walsh’s Store, Sheffield. 

Mr. Stanley is a former chairman 
of the Sheffield Publicity Club. He 
recently re-formed his agency into 
the new company of Charles Stan- 
ley & Partners Ltd. previously 
known as Stanley Publicity Ltd. A 
farmer's son, he entered advertising 
in 1919 from having, in his own 
words, “no one to play with and 
amusing myself on scraps of paper.” 


New creative chief 


"THE new creative chief at Willing’s 
Press Service Ltd.. Brian Brason, 
claims that he has always been 
tracked down by the unusual jobs 
in advertising. 

For the Royal Wedding in 1947, 
he wrote the festival verse to accom- 
pany Regent Street window displays 
by the Spanish sculptor, Reboul. 
He is the author of one of the 
longest-ever pieces of copy—the 
100-page “Story of Port Sunlight.” 

In 1953, Mr. Brason created for 
Shell a campaign that became a 
national pastime. It was based on 
unusual British village mames: 
“From Hutton to Compton to 
you can be 


Gravensy to Evans... 
sure of Shell.” 

He says that Jack Beddington’s 
brief for this oo was the 


shortest and best he has ever heard: 


“Shell—unlike some petrols we 
know—sells everywhere. Now go 
away and say it.” 

Three comic characters recently 
created by Mr, Brason for Swift 
magazine are likely to be seen on 
children’s television very soon. 


The Higham girls 


ADORNING a page of last Sun- 
day’s Sunday Graphic was a vertical 
end-column photograph of the 
heads of six girls from Charles F. 
Higham Lid. They belonged. read- 
ing from the top downwards, to 
Mrs. Barbara Hanley, Jackie New- 
man, Ann Haynes, Aon Penny, Julia 
Willis and Mrs. Kitty James—good- 
lookers whose composite picture was 
sent in by James Gleason (who is in 
charge of the agency's press and PR 
division) in answer to the challenge 
of a bevy of beauties submitted by 
Keith Prowse. 


Doubtless there will be many 
other entries before winners are 
announced on Sunday, but if my 
good wishes bring luck to the 
Higham bevy they will get a trophy 
from Keith Prowse. enjoy a night 
out in London, and have a hair-do 
by hairdresser Steiner. 


* * x 


For the seventh year in succes- 
sion Stanley Schofield, managing 
director of Stanley Schofield Pro- 
ductions Ltd. has filmed the 
International Alpine Rally. In 
recognition of his work, the presi- 
dent of the Association Sportive de 
l' Automobile-Club Marseille et 
Provence, the Baron d’Huart Saint- 
Mauris, presented him with two 
handsome plaques, one for the dash- 
board of his car, the other in an 


attractive case. 
CONTACT 


WEEK'S WISECRACK 


~ 


“How much do you think 
Sir Winston would want to 
sponsor our new cigars ?” 
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A. H. McISAAC - ADVERTISEMENT DIRECTOR - ARGUS PRESS LTD 
8/10 TEMPLE AVENUE - LONDON EC4- FLE 35/4 
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PUBLICATIONS 


IN THE NEWS 


Special radio 


show number 


Next week British Radio and 
Television Retailing (formerly 
British Radio and Television), the 
monthly radio trade journal, is to 
publish a special bonus Radio Show 
number which will be distributed 
free of charge on a_controlled- 
circulation basis to some 16,000 
radio dealers throughout the coun- 
try. The issue will carry a stand-by- 
stand guide to the Show and a num- 
ber of other editorial features with 
a Radio Show slant. Advertising 
support totals nearly 100 pages, 
mainly two-colour on art paper. It 
will be dated mid-August and will 
appear between the normal August 
and September numbers. 

a * * 

A promotion sheet for Modern 
Woman, sent to advertisers and 
ugents, resembles a_ sight-testing 
sheet used by opticians. The letters 
spell out ““Modern Woman should 
be booked for winter now.” Under- 
neath there is a written message 
signed by Miss Dorothy Freeborn, 
advertisement manager. 

a * * 

The trade agency for Jack Card- 
well’s Football Forecaster, a 
weekly, has been taken over by 
Horace Marshall & Son Ltd. Pub- 
lication will be resumed with the 
issue on sale on Monday. The 
Forecaster will be advertised exten- 
sively in the local press. 


_ Bus & Coach (Associated Iliffe) 
is to publish a specially enlarged 
October issue covering the Inter- 
national Commercial Motor Trans- 
port Exhibition at Earls Court 
(September 21-29). 

* a * 

The Autocar (Associated Iliffe) is 
to publish three special numbers 
covering the London Motor Show 
at Earls Court (October 17-27), a 
Show Guide, on October 12, a Show 
Report, on October 19, and a Show 
Review, on October 26 

* ol *x 

Oversea as well as English and 
Scoitish advertisers supported the 
16-page Survey of Banking and 
Insurance included in this week's 
issue of The Times Weekly Review. 


New format 


With effect from next January, the 
Spectator will have a larger type 
area—approximately 11 in. by 84 in.. 
as compared with its present size of 
10 in. by 74 in. This will give 
approximately 124 per cent more 
space—at no extra charge to adver- 


tisers. Additional ad spaces will 
also be made available. 
« * . 
Conde Nast Publications Lid.. 


publishers of Vogue and House & 
Garden, will assume responsibility 
for the distribution and sale of 
Country Fair, the monthly country 
magazine, on behalf of its proprie- 
tors, Aldworth Press Ltd., from the 
October issue. 


ALL DOCTORS WILL READ 


THE NEW 


Medicine 
Clinical 
Therapy 


BRITISH PUBLICATION OF 


Antibiotie 


& 


With a guaranteed circulation of 


% 


20 ,000 copies monthly 


First number - October 1956 


Full information and rates from 


J.M.P PUBLISHING SERVICES 
Effingham House, Arundel Street, London, W.C.2 


Telephone : Temple Bar 9525 


September 


issue of Every- 
woman, a_ special home-making 
number, includes an_ eight-page 
pull-out homecraft supplement. 
na oa * 

Sale of the Daily Sketch in July 
was 1,265,000 copies a day—54,000 
more than June’s all-time record of 
1,211,000, said a copy of the paper 
last week. 

7 * + 

The September issue of ‘Amateur 
Stage will be a special souvenir 
number celebrating its 10th birth- 
day. It will be the largest issue 
ever published—100 pages—and will 
contain articles from a number of 
eminent theatrical personalities sur- 
veying the past decade. At the 
same time advertising rates are 
being increased for the first time 
since 1947. The page rate is being 
increased from £10 to £13. 

4 * * 

Industrial Welfare, the journal of 
the Industrial Welfare Society, has 
published a 24-page supplement on 
the Duke of Edinburgh's Study 
Conference which took place in 
Oxford during July. The supple- 
ment, which includes most of the 
important addresses and reports 
delivered at the Conference, carries 
prestige adverfising by some of the 
larger British companies. 


Price increases 


Odhams Press Ltd. have 
announced the _ following price 
increases: Kine Weekly from 2s. to 


2s. 6d. beginning with the Septem- 
ber 6 issuc; Ideal Kinema from 
Is. 3d. to Is. 6d. (annual subscrip- 
tion from 15s. to 18s.) from the 
September issue; Mickey Mouse 
from 4d. to 44d. from September 8: 
and Poultry Farmer from 4d. to Sd. 
from September 1. 
* ~ a 

The Winner has gone up in price 
from 2d. to 3d. with effect from 
this week's issue; Forward will cost 
4d. instead of 3d. from the week 
ending September | 

* * * 

From the issue dated September 6, 
the price of Motor Cycling will be 
increased from 8d. to 9d. per copy. 

* x * 


A new American monthly aviation 
magazine with a controlled circula- 
tion of 15,000 is scheduled to start 
publication in October. Called 
Aviation Research and Develop- 
ment, it is designed specifically to 
meet the technical information needs 
of engineers and executives on 
advanced aircraft and missile pro- 
jects. Page rate for a series of 
twelve is $480, 


AuGust 17, 


We Hear 


The Irish Censorship of Publica- 
tions Appeal Board has lifted the 
ban on “Picture Post” which was 
imposed by the Censorship Board in 
Dublin on June 15. 

* * a 

A visit of 16 trade press jour- 
nalists to John Allen & Sons, of 
Oxford. to see a new 14-30 trencher 
at work, was organised by Howard 
Bull Advertising of Reading. 

* * * 


Two Halas and Batchelor ani- 
mated short films are being shown 
at the Venice Film Festival, which 
Started yesterday (Thursday). The 
films are “Speed the Plough,’ made 
for the British Petroleum Co., and 
“To Your Health,” produced for 
the World Health Organisation. 

* * * 


The 1956 “Model Engineer” 
Exhibition opens at the New 
Horticultural Hall, Westminster, on 
Wednesday. 

* 


1956 


* * 

Name tags for English country 
cheeses have been prepared by the 
English Country Cheese Council for 
distribution to hotels and restau- 
rants. The tags, designed by W. S. 
Crawford Ltd., and manufactured 
by UK Plastics Ltd., are rectangular 
labels showing the name of each 
cheese in white and green, with a 
triangular end piece for placing in 
the cheese. 


ITV down under 


Commercial television stations 
will begin transmissions in Novem- 


ber from two sites in Melbourne 
and two in Sydney. 
- * 
Maclean-Hunter Ltd. have pro- 


duced a booklet giving the findings 
of a survey of “How They Plan 
Their Living in Suburbia, Canada,” 
carried out in 1955 on behalf of 
their magazine, Chatelaine. It 
reports the buying and home im- 
provement plans of young suburban 
families. 
* - 

Stevens, Rank Screen 
Services public relations executive 
and a member of London County 
Council, is to speak to Birmingham 
Publicity Association at a luncheon 


Martin 


meeting on Tuesday. Subject: “A 
PRO Sells Himself.” 
7 * * 


A. N. Holden Ltd. played a return 
cricket match with Stuart Advertis- 
ing Agency Ltd. in Regents Park 
Stuarts were all out for 45 and 
Holdens declared at 74 for 8 wickets. 


Win for Layton’s 
A cricket match between C. & E. 


Layton Ltd. and John Hobson & 
Partners Ltd. took place at the 


Upper Clapton Rugby ground, 
Epping, on Sunday. Layton’s won 
the game by 121 runs. In _ the 


evening a dance was held. 
* * * 

Lintas Information Services Ltd. 
have been appointed to handle press 
and public relations for Sketchley 
Ltd., dyers and cleaners, from Octo- 
ber 1. 

* . * 

Mr. D. Heathcoat-Amory, Minis- 
ter of Agriculture, will open the 
British Food Fair at 11.30 a.m, on 
August 28. 

* . 

Changes of address: “Far East 
Trade” (Laurence French Publica- 
tions Ltd.) to 3 Belsize Crescent. 
London, N.W.3: R. Fran Sutton to 
Old Brookside House, Winkfield 
Road, Ascot, Berks. 
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Che Daily Celegraph 


The quality paper with 


over 


a million sale 


* * * * 


JULY, 1956 
1,075,460 COPIES DAILY 


AN INCREASE OF 
26.664 


OVER JULY, 1955 


THE PAPER PEOPLE TRUST 
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I’VE A NOTION 

for promotion that 
captivates - 
fascinates - 
scintillates - 
ROTAIRates - 

Oh hang it! 
originates from the 
Miles Griffin Co. Ltd. 
4, Seaton Place 
Hampstead Road 
London, N.W.1 
EUSton 7411 


‘Gigantic’ drive for hair treatment 


Martin H. Perry. managing director of Marketing Consultants Litd., 
returned this week from a visit to Europe ready to launch a “gigantic” 
advertising campaign in Britain for Pantene medical hair treatment, which 
is claimed to have achieved “phenomenal success” in 12 countries, 

The campaign begins with 30-second TV spots, national and provincial 
press advertising, point-of-sale material, direct mail and public relations. 

Sydney C. Hillsdon, a director of Marketing Consultants, and John 
Wilder, head of public relations, are to visit Europe to see the results of 
the launching of the product over there. 


Success boosts 


MeGregor drive 


Commercial TV will be used for 
the first time by Sportswear Clothing 
Co. in a pre-Christmas campaign to 
sell McGregor dressing gowns as the 
ideal Christmas gift. Six weekday 
and three weekend 15-second spots 
have been booked in London and six 
weekday and two weekend spots in 
Manchester—all to appear in 
November and December. A script 
featuring Bob Monkhouse, who is 
also appearing in a magazine and 
trade press campaign, is being 
prepared. 

Advertisements in Picture Post, 
Tit Bits, John Bull, TV Mirror. 
Woman's Own and Everybody's will 
back the commercials. Elliott Ad- 
vertising Ltd., of Birmingham, who 
placed the press advertising for the 
Christmas campaign last year, said 
it was so successful that Sportswear 
have increased the appropriation. 


Biggest campaign 

As part of the largest colour 
advertising campaign ever entered 
into by Corocraft Ltd.—manufac- 
turers of Jewelcraft costume jewel- 
lery—full colour pages have been 
booked in Vogue, Harper's Bazaar, 
Queen and Vanity Fair. 

Reprints in full colour of each 
advertisement will be circulated to 
store jewellery buyers during earl 
October. Agents are T. C. Bench 
Ltd., and public relations is handled 
by Jessica Maxted Ltd. 


Supply difficulties 

A new moped, the Berini M22. 
will be put on the British market on 
Monday by Currys Lid. It will 
be advertised in the Daily Sketch, 
Daily Herald and a limited list of 
provincial and trade press; but the 
distributors say: “We've only 1,000 
machines in the country at the 
moment and too big a launching 
campaign might easily land us in 
supply difficulties.” Agents are 
Osborne-Peacock Co., Ltd. 
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One of the counter displays and 
dispensers to be used for 
Twinings Tea. 


First Twining ads 
in 250 years 


Using adv for the first 
time in their year history, 
Twini tea firm—will 
mark ¢ anniversary with 30- 
second commercial TV spots 
from London and bookings in 
the London’ evening press, 
commencing on Monday, Sep: 
tember 3. 

Dorland Advertising Ltd. 
have been appointed to handle 
the account, and plans are in 
hand for a national advertising 
campaign. Countrywide distri- 
bution through the grocery 
— trade is to be made avail- 
able. 


| 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


GOYA will cease to be handled by 
Colman, Prentis & Varley Ltd. on 
December 31. 

BALMAR COATS LTD., DIANA 

DRESSES LTD., LINZI 
DRESSES Ltd. (from Nov. 1), 
PETER PAN (COATS), LTD., 
ROECLIFF & CHAPMAN for 
the Robert Freeman Co., Ltd. 
Campaigns in women’s glossies 
and national press in hand. 
“ASTINGITE LTD., HEFIC 
WATCH CO., LTD., GEORGE 
ELLISON LTD. (hydraulic valve 
division), BIRFIELD INDUS- 
TRIES LTD. (Birflo controls divi- 
sion), YORK FORGE & WELD- 
ING CO. Accounts for Sand- 
brook, Metcalf & Co., Lid. 

A.G. CASTINGS (1946) LTD. 
for Rex Publicity Services Ltd. 

KNIT-KING CO., LTD. Canadian 
and American advertising for 
Nigel Rainbow & Partners Ltd. 

TWININGS TEA for Dorland 
Advertising Ltd. Campaign using 
commercial TV, London evenings 
and trade press. 


Campaigns 


COROCRAFT LTD., using full 
colour pages in Vogue, Vanity 
Fair, Queen and Harper's Bazaar 
in autumn campaign for Jewel- 
craft new range of designs. (T. C. 
Bench Ltd.) 

READICUT WOOL CO., LTD. 
using half-pages in Radio Times, 
women’s magazines, Daily Mirror, 
large spaces in the national press 
and popular magazines and colour 
spaces in Woman, Woman's Own 
and Woman and Home, for 
autumn campaign. (S. C. Peacock 
Ltd.) 


STARLINE VARNISH & 
ENAMEL CO., LTD., using 
Practical Householder, Reader's 
Digest and trade press for Lilac 
and Pearl Grey, new range colour 
shades. (Direct.) 


SHAW REGENT LTD. using 
Daily Mirror, Daily Express, 
News of the World, People and 
Reveille for new Presspoint pen 
competition. (Perard Publicity 
Ltd.) 


CURRYS LTD., using Daily Sketch 
and Daily Herald, provincial and 
trade press for new moped, 
Berini M22. (Osborne-Peacock 
Co., Ltd.) 

WILLIAM P. HARTLEY, LTD. 
using Radio Times, Daily Mirror, 
Woman and Woman's Own and 
commercial TV for strawberry 
jam. Posters will be used later 
in the year. (London Press 
Exchange Ltd.) 

CIVIL DEFENCE, using national 
and provincial press for Civil 
Defence Week (Everetts Advertis- 
ing Ltd.); and posters (Saward, 
Baker & Co., Ltd.) 

SPORTSWEAR CLOTHING CO., 
LTD., using commercial TV, trade 
press and magazines in pre- 
Christmas campaign _ for 
McGregor dressing gowns. (Elliott 
Advertising Ltd.) 

REMINGTON RAND LTD., using 
national dailies and Sundays. 
weekly papers and trade press for 
Four-Most new clectric shaver 
(G. Street & Co., Ltd.) 


CRAYSON LTD., using Sunday 
Times, Sunday Express, Observer. 
national dailies and women’s 
magazines in autumn campaign 
for costume suits. (S. H. Benson 
Ltd.) 


MITCHAM FOODS LTD., using 
trade press to introduce the new 
Mitcham Maid cheese spread with 
ham. (D. H. Brocklesby Ltd.) 

P. W. BAKER & SONS, LTD. 
using glossy magazines and trade 
press for space heater. (Dorland 
Advertising Ltd.) 

BURGESS, LEDWARD & CO. 
LTD., using Daily Mail, Woman, 
Woman and Home, Everywoman, 
My Home and Vogue Pattern 
Book in autumn campaign for 
Jerseylaine _ fabrics. (A. H. 
Knowles Ltd.) 


WILLIAM PICKLES GROUP. 
using national press, women's 
magazines and trade press for new 
range of Christmas handkerchief 
boxes. (F. John Roe Ltd.) 

EXPANDITE LTD., using Dail) 
Herald, provincial and trade press 
for new Handiscel gun kit. 
(Lovell & Rupert Curtis Ltd.) 

A. J. MILLS & CO., LTD., using 
full page in Sunday Post and 
spaces in Scottish Daily Express, 
Radio Times (Scottish edition) and 
major Scottish papers, for new 
range of ready-tocook Unox 
soups. National advertising will 
follow later. (Lintas Ltd.) 

PANTENE, using 30-second TV 
spots, national and _ provincial 
press and point-of-sale material 
(Marketing Consultants Ltd.). 

PHILIPS ELECTRICAL LTD. 
using commercial TV spots for 
three weeks to back their Radio 
re stand. (Erwin Wasey & Co., 
td.). 

EKCO RADIO. AND TELE- 
VISION LTD., using leading 
national dailies in Radio Show 
campaign. (Willings Press Ser- 
vice Ltd.). : 
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SOLICITED TESTIMONIAL IN THE INTEREST OF FINDING GUT THE FACTS 


SHERWOODS 


; new quick-drying painting pair 


: 
Jaane % 
-TUTRAMATT 


y Veeco pe 


re 


= 
Ceilings, walls, for house or flat 
_ all satin-smooth with ULTRAMATT 


‘ “UUIRANEL ULTRAMATT 


No inspiration 1n a tin of paint? Nonsense! ‘he jolly old 
‘* Do-it-yourself ’’ campaign has caused hot competition in 
the paint market. So when Sherwoods introduced two new 


paints, ‘‘Ultramel” and 


‘“‘Ultramatt’’, their agents, 


Everetts Advertising, had a problem. 


PROBLEM 


To wit— how to make tins of paint look interesting, 
exciting, desirable. Everetts designed the delightful 
cartoon treatment of the two paint tins that you can 
see in the illustration. These solved the problem of 
press, poster, bus-side and railway platform adver- 
tising but Everetts still felt that an extra gimmick 
was needed to achieve the all-important sales-winning 
punch at Point-of-Purchase. They consulted us on 
how to carry the theme through in windows which 
wouldalso be crowded with competitors of Sherwoods. 


SOLUTION 


Cartoons, we thought, are often animated so why not 
let the tins dance? The “ Animotor” Display Illus- 
trated was the result. The two tins are seen on a 
15” x 3° stage, hand in hand, and doing a lively jig 
whilst plying both roller and brush! 


This animation gave Sherwoods a further idea and 
they featured the Display in the cinema advertising 
magazine, “Shop”. 


RESULTS 


Sherwoods state: “ We could have done with quite a 
lot more of these models as our stockists snapped up 
and used all we had, almost immediately. In fact, 
everyone connected with selling our new products 
liked the idea, especially as the film gave it that little 
extra fillip that made it irresistible. So it wasn’t long 
before we were getting not only excellent sales but 
repeat orders as well”’. - 


P.S. Owing to their immense success Goodman “ Ani- 
motors” now cost only half the price at which they were 
introduced two years ago. Why not investigate what they 
can do for YOUR sales? Just ring EUSton 5351. 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON W.1 - EUSTON 5351 
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Ad chief reports 
on Nigerian 
opportunities 


Business Opportunities in 
Nigeria, the largest British 
colonial territory, are referred 
to in a report issued on Wednes- 
day by the Nigerian Railway 
Corporation. 

The report follows the decision 
of the Corporation, of which Sir 
Ralf Emerson is chairman, to set 
up their own service for the sale 
of advertising spaces on their 
Stations and roadside properties 
and in their rolling stock. The 
British Transport Commission, 
whose gross revenue earned from 
advertising on similar spaces and 
on road vehicles last year reached 
the record total of £3,233,000. 
seconded their chief commercial 
advertising officer, George Dod- 
son-Wells, who drafted the 
report, to advise the Corporation 
on sales methods and marketing 
organisation, 

Mr. Dodson-Wells spent the 
earlier part of this year in Nigeria 
on a survey. He points out 
that the country’s recent and 
rapid development, with the in- 
troduction of improved methods 
of soil fertilisation and crop pro- 
duction, collective marketing and 
exporting and the establishment 
of local industries manufacturing 
for the home trade, have all con- 
tributed to increased purchasing 
power in the consumer market 
Coincidentally, the spread of 
education has increased the effec- 
tiveness of advertising. 


Growing buying power 


He quotes evidence showing 
that in a country of over 30 
million people there is a home 
market already buying about 100 
million pounds worth of indus- 
trial products annually from 
overseas, in addition to their own 
manufactures—and that this 
capacity is expected to expand 
by 5 per cent or more a year. 

The use made of advertising 
media by business and govern- 
mental agencies, both to sell to 
and to inform this growing 
market and audience, will be a 
vital factor in Nigerian economic 
and social progress. 

Mr. Dodson-Wells reviews the 
contribution which advertising 
has made to the attainment of the 
high standard of living enjoyed in 
the western world today com- 
pared with thirty years ago. And 
he remarks on the importance of 
advertising as an element in re- 
ducing manufacturing and selling 
costs by stimulating demand to 
mass production stages. 

From a summary of advertising 
procedure in the United Kingdom 
the report proceeds to a study of 
the development of sites in 
Nigeria and recommendations for 
an organisation within the Cor- 
poration to provide, maintain and 
sell them. The survey is com- 


pleted by photographs taken by 
the author, 


* 


46 


RADIO SHOW 


On its way to the 1956 Radio Show 


Wednesday, is this giant 
and 9 ft. 6 in. in diameter— 


Ss : , 
 EDISWAN 


“television tube” 


at Earls Court, which opens om 
measuring 13 ft. 6 in. in length 


—equivalent to a 114 inch television screen. 
Destined for the Siemens-Ediswan stand, the tube, 
only, is moulded in fibreglass, and is, of course, 


which is for display 
only a dummy. 
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ITV stand at 
Radio Show 


This year for the first time 
there is to be a display at the 
Radio Show telling the story of 
the progress Of independent tele- 
vision. The stand is being 
organised by the Independent 
Television Authority, Associated- 
Rediffusion Ltd. and Associated 
TeleVision Ltd. 

A large beacon will flash every 
10 seconds to illusfrate the rate of 
“conversion.” Extracts from the 
highlights of the news _ pro- 
grammes provided by ITN will 
be shown, as will a group of the 
most popular advertisements. 
There will also be a panel deal- 
ing with audience research, and 
TV Times will be represented. 


MORE LETTERS TO THE 


—continued from cover ii 


EDITOR 


a bag of prospects in the indus- 
tries they cover as are the paid- 
for papers. 

Reading time: This point is 
covered under attention-value. 

Justification for c-c journals: 
When I thumb through the 44 
pages in Advertiser's Annual 
devoted to the Directory of Trade 
and Technical Publications, I find 
it difficult to believe that there is 
a genuine need for all of the c-c 
journals, some _ directed to 
interests which are covered by 
more than one paid-for journal. 

Saturation : If saturation point 
is reached in an industry, | 
believe the survivors will be the 
papers which incorporate the best 
features of both types of journals. 

Of one thing I am convinced: 
If more and more c-c journals are 
launched and firmly established, 
advertisers will become so 
demanding that publishers of 
paid circulation trade and tech- 
nical journals will have either to 
join the ABC or go under. 

E. DEIGHTON. 

London, S.E.5. 


Controlled 
coverage 


Sirn,—I read with interest the 
Survey of the Controlled Circula- 
tion Press (August 10). 

There is one medium that can 
offer control of circulation—geo- 
graphically—better than any 
other,- and that is posters. A 
road, a district, a town, a market- 
ing area, a region, or the whole 
country can be covered. 

Cc. A. Bowack, director 
Mills & Rockleys Ltd., 


Coventry. 
PROs need PR 
Sir.—The reaction of Irish 


PROs to Paul Morgan’s article 
in “Public Relations” (August 10) 
is a little surprising. His point is 
concerned with the attitude of 
advertising people to public rela- 
tions—there is no suggestion that 


the same attitude exists among 
the PROs themselves. 

Indeed, Irish PR men should 
be indebted to Mr. Morgan; has 
he not put the case for them in 
the second paragraph when he 
says “and that calls for a lot of 
glasses of whisky’? That can 
only mean one thing. Mr. Mor- 
gan quite obviously shares the 
opinion of the Irish PR Institute 

The offending remark was not 
Mr. Morgan’s at all; it originated 
in Dublin, so the Irish PROs 
may be well advised to busy 
themselves in a campaign telling 
what PR is, and—more impor- 
tant—is not. 

WALLIS TALBOT, 
Mountview Road, 
London, N.4. 


. 

Helping hand 

Sir,—Where’s the Irish sense of 
humour? I cannot help but think 
that the Irish PROs have missed 
the whole point of Paul Morgan’s 
article. Surely he is not suggest- 
ing that PROs employ the doubt- 
ful “whisky” technique, but 
rather that certain advertising 
agents still think that that is the 
meaning of PR? Mr. Morgan 
has done a service to Irish PROs 
in making it plain that public re- 
lations is a specialised job and 
should be handled by specialists 
in that field. 


E.C.4, 
Swedes set 
the pace 


Sir,—I must admit some sur- 
prise at the remarks addressed 
by Gordon C. Wilson, a director 
of Smith’s Advertising Agency 
Ltd., to directors and advertise- 
ment managers of Scandinavia’s 
A. Press at their conference in 
Buxton. His criticism of the 
Swedish press for the lack of 
media information provided was 
surely misleading and un- 
informed (August 10). 

I have _ represented 
Swedish media for 


D. P. Davies 
Fleet St., 


leading 
some 20 


years and this is the first criti- 
cism of this nature I have 
encountered. On the contrary, 
exporters and their advertising 
agents have frequently been more 
than pleased at the excellence of 
the information available and 
expressed the wish that papers 
in other countries, not excluding 
many in Great Britain, were as 
reliable and comprehensive in the 
statistical help provided. 

Furthermore, in Tidningssta- 
tistik Aktiebolag, Sweden has an 
Audit Bureau which produces an 
annual survey incorporating a 
most detailed analysis of Swedish 
media and their coverage. 

This survey has often been 
most favourably commented on 
in advertising circles abroad as 
one which sets an_ excellent 
example of the reliable and use- 
ful service an Audit Bureau can 
provide. 

FRANK L. CRANE, 

London manager, 

Dagens Nyheter. 
Fleet Street, E.C.4. 


Thanks—from 
Harry Hardwick 


Sir,—May I acknowledge the 
very many messages of congratu- 
lation and good will which 
reached me on the occasion of 
my retirement. 

I would like to‘thank the 80 or 
more personal friends, many of 
whom travelled long distances to 
attend the luncheon on July 13; 
the members of the First Friday 
Club in Manchester; members of 
the advertising and printing sec- 
tion of the Manchester Chamber 
of Commerce; associates on the 
NABS Committee and the many 
other well-disposed people in ad- 
vertising who tendered their 
good wishes. 

To have deserved such warm- 
hearted tokens of esteem as have 
recently come my way has made 
50 years in press, print and pub- 
licity well worth while. 

Harry L. HARDWICK, 
Hale, Cheshire. 
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CLASSIFIED ADVERTISEMENTS | SSxciimenrarim 


RATES: APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 


WHO LIKES | classifications, 4s, 6d. per line, 50s, per display 1 inch. Minimum, 3 lines. Box A FIRST RATE 


No. charge, one line plus Is. covering postage, etc. Series rates on application ;: all 
advertisements under seven insertions MUST BE PREPAID. Address *‘Advertiser’s 


Weekly,” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). TRAFFI 
PRINT ? APPOINTMENTS VACANT C MAN 
REQUIRED 


In an already important but still 
expanding agency, there is a place 


for a man who understands and By large West End Agenc 
liken designing priat. SOLARTRON os anne 
™ at able to handle a 
dige of type, a modern approach | | UBLICITY MANAGER , 
ledge of type, a modern approach P very important group 
and a high standard of execution of National Accounts. 
are considered to be essential i i 
qualifications. We are seeking an outstanding man capable of advising the Previous experience of 
Teta ei : f Board on all publicity and advertising matters who also has the Traffic Control essential 
ere is a busy, interesting future ability to build up and lead effectively a team of technical i 
together with a v n 
for the right man. If you think writers and publicity assistants. This is a challenging and 8 ery sound 
you qualify, and would like to stimulating opportunity with the rapidly expanding Solartron knowledge of 
work with an agency that prides Group of Companies who manufacture a wide range of elec- mechanical production. 
itself on the company it keeps, tronic test equipment and industrial ccntrol equipment for an 
tell us about yourself in a letter to international market. 
: . Write fully with history to date and 
424 Wide experience in the fields of technical writing, publicity solory expected to:— 
Box 0 advertising and modern methods of exhibition and display 
Advertiser's Weekly 180 Fleet St EC4 planning will be necessary and an extensive understanding of Box 4269 
electronics or a similar technical field is almost essential. Advertiser's Weekly 180 Fleet St EC4 
This is a position offering great scope and an excellent future 
YOUNG MAN required in Publicity and will carry a substantial four figure salary. EXHIBITION DESIGNER, A leading 
Department, West End publishing The Group operates a generous non-contributory Pension London Contractor has a position 
house Experience in copy-writing scheme open in studio for first-class stand de- 
essential. Details to is, “ signer with modern technique. Per- 
cosy evel LEna 50 Plone : ras Apply in writing, giving full details of past experience, to the ym 7% good wages and con- 
‘ i require y = 
Publishers. Apply, in writing, stating Personnel Director, The Solartron Electronic Group Ltd., Box 4219 Ad. Weekly 180 Fleet St EC4 
age and salary required Luncheon | weens Rd., Thames Ditton, Surrey. - 
vouchers provided. Replies to Q 7 TECHNICAL ARTIST required with 
Box 4235 Ad. Weekly 180 Fleet St EC4 | ee ©, poeters Spee Oe — 
aa - » . Ts T : > 2 oy od ™~N we - > using. so a rst-class etoucher 
SECOND SPACE BUYER required PRODUCTION MAN. Fully § experi- ACCOUNTS CLERK required by West E J 
M.a have a detailed knowledge of enced production man required by End Agency to handle production and —~ Write | Ggemepenciamens 
media, experience of campaign plan- medium-sized West End Agency to expense invoices Good general 
ning and be capable of supervising take charge of production department knowledge of advertising production Box 4206 Ad Weekly 180 Fleet St EC4 
departmental work in general. Write | Press and print experience essential. charges and ability to work accurately, WATFORD AREA. First-class Genera! 
giving full details of age. experience, , type mark-ups, etc. Write or "phone neatly and quickly essential. Com- Artist wanted. Experience essential. 
salary, etc to General Manager, | for appointment. S_ Corthine, Austin mencing salary £7 per week. No Telephone or write for appointment. 
Smee’s Advertising Ltd., 3/5 Duke Knight Ltd., 2124 Shaftesbury Avenue. Saturdays Bean Advertisin Ltd.. 8 Station 
Street, Manchester Square, .1 London, WC2. Temple Bar 7801 Box 4227 Ad. Weekly 180 Fleet St EC4 Road, Watford. Tel.: Gadebrook 3491 


GEE ADVERTISING in Leicester | 
wish to appoint an Bensons 


ART GROUP HEAD . ... ‘wp || need another really 


national accounts. The position is open to a man with 
plenty of sound agency experience behind him, who is a 


top layout designer in his own right, and one who knows good typographer 


how to instil his own enthusiasm into others. 


and in London . 
We're looking for a man or a 


taey seek pauelly geet woman who has had ten years’ 


VISUALISER who can set his ideas down aguacy cnpatienes. 


in presentation layout form. Here the emphasis is mainly He or she would work in close 
on Fashion and Women’s Interest accounts and preference collaboration with an Art Director 


would be shown for an agency trained man with experience on some very interesting accounts. 
in this field. 


The Art Director Write to The Art Director 
Apply in both cases to GEE ADVERTISING LIMITED | : : , se 
APP" : 109, New Bond St. London W.1. S.H. BENSON LTD., KINGSWAY HALL, LONDON, W.C.2 


Telephone : MAY fair 8617 


| 
Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 


A STEP UP 
IN PRODUCTION 


for man aged about 25 with 
sound knowledge of process 
and progress work from the 
agency side. Good position in 
well-known London Advertis- 
ing Agency. The man ap- 
pointed will be required to 
supervise a section and 
responsible for a group of 
important ~ accounts. 
Five-day week. Pension 
scheme in operation. 
Write giving details of ex- 
perience to— 

Box 4238 

Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT ADVERTISING MANA- 
GER required at head office in Man- 
chester of large multiple store group. 
Excellent opportunity for keen young 
man with ideas and organising ability 
covering press, printing, direct mail 
and display. Must have had at least 
three years’ Agency or Advertising 
Department experience. If you would 
like an interesting and well-paid job 
under congenial conditions please 
write fully to 
Box 4264 Ad. Weekly 180 Fleet St EC4 


JUNIOR (16) for Production Depart- 

ment required by busy Advertising 
Agency. Excellent opportunities. Max- 
well Clarke Ltd.. 34 High Holborn, 
wcl. 


ASSISTANT LECTURER 


in COMMERCIAL ART, LETTERING and TEXTILE 
DESIGN required by NIGERIAN FEDERAL GOVERN- 
MENT EDUCATION DEPARTMENT 


for two tours of 18 months or three short institutional tours 
giving same aggregate service either (a) with prospect of per- 
manency at commencing salary in scale (including inducement 
addition) £720 rising to £1,410 a year or (b) on temporary terms 
in scale (including inducement addition) £774 rising to £1,530 a 
year plus gratuity at rate of £100/£150 a year. Commencing 
salary according to experience. Outfit allowance £60. Free 
passages for officer and wife. Assistance towards cost of children’s 
passages and grant up to £150 annually for their maintenance in 
U.K. Liberal leave on full salary. Candidates should have had a 
recognised Art School training and possess the National Diploma 
in Design. Teaching experience would be an advantage. Write 
to the Crown Agents, 4 Millbank, London, S.W.1I. State 
age, name in block letters, full qualifications and experience 
and quote M3B/43567/AN. 


ARTIST (male or female) required by ASSISTANT to Export 
leading manufacturing organisation in | Manager required by International 
South London. Good sense of colour Organisation marketing toilet and 
and capable of producing coloured pharmaceutical products throughout 
Perspective drawings from plans. the world. Age up to 35. Experience 
Write with details of career to f | of advertising in all media in markets 
Box 4267 Ad. Weekly 180 Fleet St EC4 overseas required. Knowledge of lan- 


EXPERIENCED SPACE SALESMAN 
wanted by small technical publishers 
Knowledge of engineering an advan- 
tage. Excellent opportunity in ex- 
panding concern for man with drive 
and initiative Details of age, ex- 
perience, etc., in first instance to 
Box 4266 Ad. Weekly 180 Fleet St EC4 

INTERNATIONAL TRADE DIREC- 
TORY offers Advertising Representa- 
tives a £20 per week non-competitive 
side-line. Write or call. Lindex, 180 
Fleet Street, EC4. CHA. 4808. 


guages an advantage The duties of 
the post are interesting, covering the 
complete marketing operations of a 
wide range of products, and the re- 
muneration will be in accordance with 
the experience of the successful appli- 
cant Apply, giving full details and 
present salary, to Personnel Manager. 
Box 4256 Ad. Weekly 180 Fleet St EC4 
SECRETARY, able act own initiative. 
accustomed advertising and/ or pub- 
lishing. Small office. Good salary 
Box 4305 Ad. Weekly 180 Fleet St BC4 


1. 


essential. 


should be addressed to : 


Opportunities at 
OSBORNE-PEACOCK 


Manchester 


Congenial positions for competent advertising 
men. 


Senior Copywriter 


Must have had experience on national accounts, 
preferably with London or major provincial agencies. 
A full contribution to initial creative planning will 
be expected from the successful applicant. 


2. Advertisement Designer 


Must be capable of producing roughs and finished 
artwork of a high standard. 


The positions outlined above carry generous salaries, 
and the security of the Company's pension scheme. 
Applications, which will be treated as confidential, 


THE CREATIVE DIRECTOR, 
OSBORNE-PEACOCK CO. LTD., 
Incorporated Practitioners in Advertising, 

11 PICCADILLY, 


} 


Advertising 


JPA 


have a vacancy for 


A TYPOGRAPHER 


He must have travelled beyond 
the ‘ arty * stage, and know just 
-how much work type can do. 
He will already have had agency 
experience and will fit in with a 
lively creative team. Congenial 
conditions and pension scheme, 
salary according to ability. 
Apply in writing giving details 
of age, experience and salary. 
J. PEERS & ASSOCIATES 
LTD., 


Summit House, 


| & 2, Langham Place, 
London, W.1!. 


ADVERTISING DEPARTMENT of 
large company (Mount Pleasant area) 
with own well-equipped rinting 
section requires young male Produc- 
tion Assistant. Sound training oppor- 
tunity in practical print and publicity ; 
wide range of processes involved. 
Qualifications include clerical ability. 


interest in typographical subjects, 
elementary knowledge of blocks, 
paper, proofs, etc Five-day week. 


Staff canteen. Full details to 
Box 4268 Ad. Weekly 180 Fleet St BC4 


PROGRESSIVE POSITION in London 
Agency for good all-round production 
man Ability to work on own initia- 
tive essential. Write stating experience 
and salary required 

Box 4245 Ad. Weekly 180 Fleet St EC4 


experience 


to travel. 


Agency experience 


MANCHESTER, |. 


| 


AN EXPORT SALES 
PROMOTION MANAGER 


is required for a new Johnson & 
Johnson Export Company. Applicants 
must have drive and enthusiasm with 
in Advertising and 
Marketing and a knowledge of Over- 
seas markets. They will be required 
Salary to be between 
£1,500 and £1,750 per annum. All 
applications stating past experience, 
education and all details to 


JOHNSON & JOHNSON (Great Britain) LTD., 
24/25 Princes Street, Hanover Square, London, W.1. 


marking the envelope “‘ Marketing Appointment ’’. 


Phone 


your Classifieds 


to WAT 3388 (Ex. 25) 
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S APPOINTMENTS VACANT IB 


WANT 10 BE 
AN 
ACCOUNT EXECUTIVE ? 


Well-known London Agency (1.P.A.) 
has an immediate vacancy for an 
Assistant Account Executive who is 
good enough to become a fully fledged 
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CLASSIFIED ADVERTISEMENTS 


Poster Inspector 


A well-known West End Agency has an 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


HOLDENS 
need a 
COPYWRITER 


A young man with several years 
sound agency experience on 


national accounts, who has 
already proved his ability not 
merely to write advertisements 
but to create them. 

Applications by letter (giving 
full details of age, experience, 
salary required) to : 


opening for an experienced Poster Inspector, 
aged 25-30. He must have a thorough 
knowledge of poster campaign planning and 
be able to cope with a considerable amount 
of desk work. For further details, write 


Executive when he has had two or 
three years of the right experience. A 
man of personality and ability who is 
at present working in Production or 
Media may well be suitable. Experi- 
ence as an Account Executive is not 
vital but some agency experience is 
essential. 


Staff pensions and assurance schemes, 
five day week, etc. Write stating age— 
which should be about 25—experience 
and starting salary required to 


Box 4242 
Advertiser's Weekly 180 Fleet St €C4 


Creative Director, 

A. N. Holden & Co. Ltd., 
94 Mount Street, 

London, W.1. 


Box 4280 Advertiser's Weekly 180 Fleet Street EC4 


AN ADVERTISING MANAGER will 
ADVERTISEMENT MANAGER re- shortly be required by T. J. Hughes & 
quired for established monthly journal Co., Ltd., London Road, Liverpool, 
covering production methods and which is one of the busiest department 
management Applicant must have stores in the North of England. 
had a successful sales record. Pay- Applications for this position are in- 
ment by salary and commission. Pre- vited from men who are fully experi- 
sent staff know of this vacancy. enced in all forms of department store 
Box 4246 Ad. Weekly 180 Fleet St EC4 publicity and sales promotion, particu- 
FASHION. Leading London manufac- larly in the production of powerful 
turers have attractive position for press advertisements. Please apply in 
Secretary Shorthand/Typist, with ex- writing to the Managing Director (no 
perience of advertising and editorial personal or telephone enquiries), giv- 
publicity. (Holiday arrangements will ing full details of education, experi- 
be respected.) Please write in con- ence, age and present salary. All | 
fidence to applications will be dealt with in the | 
Box 4247 Ad. Weekly 180 Fleet St EC4 | _ strictest confidence. 
PUBLISHERS (trade and technical) re- EXPERIENCED “ENTRY” SALES- | 
quire Assistant Editor. Please write MEN wanted for International Trade | age, qualifications and experience, to Age 23 to 30. Salary £9 to £10 
Vallancey Press Ltd., 132-134 Fleet Directory. Lindex, 180 Fleet Street, WSB, Cadbury Brothers Ltd., Bourn- according to experience 
Street, E.C.4 EC4. CHA. 4808 ville, Birmingham 30. Box 4261 Ad. Weekly 180 Fleet St BC4 


TRACER, single woman, aged between 
25 and 40, required by Head Office 
of large industrial concern in West- 
minster. Experienced in engineering 
drawing Good free-hand lettering 
absolutely essential. Ornamental pen 
lettering an advantage Five-day 


COPYWRITER wanted for busy West 
End Agency handling a wide variety 
of accoynts. Applicants should be 
able to scize the essential points from 

~ a briefing and produce bright, well- 

week. Superannuation scheme. Staff constructed, well-reasoned copy, often 
canteen, etc. Write, giving full par- at high speed. Salary is commen- 
ticulars, to Box 812, c/o Dawsons, surate with ability to fulfil these re- 
28 Craven Street, WC2. Specimens quirements, but we would like to 
of work submitted will be returned have your own idea of what you 
after perusal should earn. Write in confidence to 

CADBURY BROTHERS have a vacancy Box 4253 Ad. Weekly 180 Pleet St BC4 
for an Original Designer (woman) for 
their Design Studio. Commercial art | SECRETARY required by Advertising 
experience, especially in lettering, an Manager group of companies 
advantage. Apply in writing, stating Some advertising experience essential 


ACCOUNT 
EXECUTIVE 


A great opportunity occurs for an account 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 
broadly. He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 

never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
is what we want. . . a Designer. 


executive with several years experience of 
handling accounts in the woman’s market with 
marketing, sales promotion and as 
knowledge. 


The appointment offers considerable oppor- 
tunities to the right person and would eminently 
suit a man who has been fully trained in the 
spheres mentioned above and who is now ready 
to undertake further responsibilities. A marked 
advantage would be experience in the detergent 
If this is you to the life, you can or pharmaceutical markets. 
have the salary you expect and pleasant 
working conditions. Please write to: 


Applications, which should be addressed to the 
Managing Director marked Confidential, should 
give complete details of education, past experi- 
ence, age, present remuneration, etc. All 
applicants will be interviewed. 


CASSON LIMITED, 6 ALDFORD STREET, W.1 - 


Box 4298 Advertiser's Weekly 180 Fleet St €C4 


THE SECRETARY, 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 
LETTERING /LAYOUT ARTIST 


REQUIRED 


for studio of London Agency. 5-day 
week. Holiday arrangements hon- 
oured. Please write to 


Box 4045 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT MAKE-UP AS- 
SISTANT wanted for “The Iron- 
monger.”’ Must be experienced, 
quick, systematic, used to handling 
copy and blocks Five-day week 
Staff pension scheme. State age, ex- 
perience and salary required to Staff 
Director, Morgan Bros. (Publishers) 
Ltd.. 28 Essex Street, London, WC2 


OPPORTUNITY 
IN NEW ZEALAND 
FOR 
COPYWRITER 


J. Inglis Wright Ltd., one of 
New Zealand’s leading Ad- 
vertising Agents of Wellington, 
offer a first-class opportunity 
for a young man with a few 
years’ copywriting experience. 
Full information will be sup- 
plied by the undersigned, 
Director of the Agency, now 
visiting England. Write, in 
confidence, giving age, ex- 
perience and stating whether 
married or single, to 


G. T. WIGGS, Esgq., 
c/o Australia and 
New Zealand Bank Limited 


71 Cornhill, LONDON, E.C.3 


ASSISTANT TO ADVERTISING 
MANAGER. Opportunity for young 
man, 21-26, as Assistant to Advertising 


Manager of large Pharmaceutical 
House Previous advertisng experi- 
ence useful but not essential Keen- 
ness and attention to details are 
essential. Write or ‘phone Advertising 
Manager, Wm. R. Warner & Co., 
Ltd., Power Road, Chiswick, W4 
CHIswick 7123 

TECHNICAL PUBLICITY. Assistant 


to Publicity Manager required by well- 
known engineering concern in West 
London area Good knowledge of 
technical fields of publicity very de- 
sirable. Excellent prospects for the 
right young man. Upper age limit 
W years. Detailed information, 
please, to 

Box 4252 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 


Another young man is re- 
quired to handle production 
detail work on a variety of 
consumer and_ technical 
accounts. Agency experience 
is essential. 


Profit Sharing Scheme 5-day week 
Ring REGENT 108! and ask 
for the Production Manager. 
S. C. PEACOCK LTD., 
215/221 Regent St, London, W.|. 


| 
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CLASSIFIED ADVERTISEMENTS 


ERWIN WASEY & CO. LTD. 


require an experienced 


DETAIL SERVICE MAN 


This is an opportunity to work closely with executives on 
interesting National accounts. 


Applicants must have a sound knowledge of production and 
agency routine, and be between 22 and 26 years of age. 


Write or ‘phone : TRAFFIC MANAGER, 
BROOK HOUSE, PARK LANE, W.1. 


MAYfair 8171. 


PRODUCTION. 


Young man with 
ability, and preferably Agency experi- 
ence, required to join an expanding 
organisation Write or telephone for 
appointment to the Secretary, Roles & 
Parker Ltd., Rapier House, 65 Turn- 
mill Street, E.C.1. 


GENERAL ARTIST with at 


least two 
years’ studio experience required by 
small advertising agency, SWI dis- 
trict Good lettering and slick roughs 
essential. Write stating age, experience 


and salary required 
Box 4260 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 


GENERAL ARTIST 


REQUIRED FOR STUDIO IN 
COVENT GARDEN AREA 
Box 4133 
Advertiser's Weekly 180 Fleet St EC4 


COMMERCIAL ARTISTS 


Experienced letterers required by old 
established London Studio. Also first 
class representative with Agency connec- 
tions. Ample scope for right men and 
women with enthusiasm and ability. Good 
wages and conditions. Apply 


Box 4228 


Advertiser's Weekly 180 Fleet Se EC4 


ESTIMATOR. Opening with large ex- 


hibition contractor. Experience on 
exhibition stand or display work help- 
ful, or some experience with sur- | 
veyor/builder. Age immaterial. State | 
salary. | 
Box 4270 Ad. Weekly 180 Fleet St EC4 


LONDON AGENCY has vacancy for 
good all-round Visualiser /Layout Man 
Sound typographical sense and ability 
to work without supervision essential 
Write giving experience and salary 
required 
Box 4244 Ad. Weekly 180 Fleet St EC4 


EXPORT ADVERTISING MANAGER 


Immediate vacancy in London H.Q. of 
old and very well known Industrial Con- 
cern for experienced agency-trained man 
capable of administering and organising 
entire campaigns in 40 markets and at 


least 7 languages. 


reliable judgment in print buying, media 
checking, budget distribution. Salary in 
proportion to age, experience and useful- 
Pension scheme, 
Office 3 mins. Piccadilly Circus. 


ness. 


views London. 


details, but PLEASE not if you are an 
enthusiastic beginner. 


Box 4296 
Advertiser’s Weekly 180 Fleet Street EC4 


canteen, etc. 
Inter- 
Send clear, precise 


Must have sound 


AuGust 17, 1956 


Mm APPOINTMENTS VACANT 


Experienced 
SPACE SALESMEN 


required to sell Official Publica- 
tions. 
Com. or Salary, Com. & Expenses. 


Phone: PAD 0716 


ALL-ROUND COMMERCIAL ARTIST 
required for advertising department 
of large manufacturing organisation 
Ability to produce roughs and finished 
artwork for wide range of material 
Exhibition experience an advantage 
but not essential Apply, Advertising 
Manager, Sebel Products Lid., West 
Street, Erith, Kent. Erith 3020 


Can you spare a minute ? 


We need a lady of very good 
ability as a Secretary shorthand/ 
typist. It may be just the post for 
you! Frankly we are looking for a 
rather special person. Attributes 
which would be valuable are : 

Knowledge of general 
routine 
keeping. 

Experience of advertising. 

Systematic, tidy and reasonably 
quick approach. 

Fondness of hard work (!) 

Readiness to take some res- 
ponsibility. 

Reliable and cheerful attitude. 

Good Memory. 


If you have all these attributes, 
you are almost certainly the lady 
we are looking for, but if you have 
most of them we should very much 
like to hear from you. Even if you 
are not available immediately, can 
you write now ? 


office 
and elementary book- 


Please mark your letter for my 
attention 
T. W. HUMPHREY LLOYD 
HUMPHREY LLOYD 
PUBLICITY 
6, RUPERT STREET, 
LONDON. W.1. 


SHORTHAND TYPIST, must be good 
at figures, for Display and Exhibition 


Specialists in SW London Salary 

£500 pa. FLA. Mil 
EXPERIENCED ASSISTANT ESTI- 

MATOR for exhibition and display 


department of John Edginton & Co 
Write with details of experience to 
Manager, Old Road, Lee, SE13. 
PUBLICITY MANAGER 
large Engineering Organisation in 
West End Age 25-30, with experi- 
ence of technical advertising, produc- 
tion of brochures, copywriting and 
layout Knowledge of PR work an 
advantage. Pension scheme Five- 
day week. Salary up to £1,000 pa 
Please write full details of training, 
experience, in strict confidence, to 
Box 4251 Ad. Weekly 180 Fleet St BC4 


SOLE 
LONDON 
REPRESENTATIVE 


for PROVINCIAL EVENING 
with WEEKLY SERIES 


required by 


£1,500 p.a. and commission 
Apply in confidence to 
Box 2735, 
V. PETHICK, LTD., 
30, Bouverie St., 
London, E.C.4. 


Phone 


your classifieds to WAT 3388 


(Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


TECHNICAL 
ILLUSTRATOR 


Applications are invited for the above 
post entailing responsibility for the 
illustration of Technical Hand-books 
and Publicity Pamphiets. Applicants 
should preferably have had experience 
in a similar appointment. 


Applications in writing or by telephone 
should be made to :— 

Personnel Manager, 
British Oxygen Engineering Ltd., 
Angel Road, 
Edmonton, N.18 
Tel.: EDMonton 3020 


SPACE REPRESENTATIVE 
by leading and expanding Advertise- 
ment Management organisation, to 
work on first-class media as part of 
a team Hard selling experience 
essential. Age 25 to 35 Good 
salary, conditions and prospects. 
Box 4255 Ad. Weekly 180 Pieet St EC4 


Account Executive 
required 


by Publicity Company in South London. 
Applicants should have a sound know- 
ledge in the field of advertising and that 
go-getting push necessary to hold down 
an executive position or a man who 
is keen to progress the financial pros- 
pects are unlimited. All replies will be 
treated in the strictest confidence. 
Apply in the first instance to 


Box 4274 
Advertiser's Weekly 180 Fleet St €C4 


CREATIVE LAYOUT ARTIST required 
who has ability to think of original 
ideas for advertisements, 


required 


leaflets and 


catalogues, and work them up to 
finished rough stage. This position 
affords an_ excellent to 


opportunity 
any man who has initiative and drive 


Write, giving full details of experi- 
ence, etc., or "phone for an appoint- 
ment with the Creative Manager. 
Smee’s Advertising Ltd., 3-5 Duke 


Street, Manchester Square, W1. 
WELbeck 0774 


MEDIA 
PLANNING 


There is an immediate vacancy, 
due to expansion, in the Media 
department of a leading London 
Agency (IPA) for a man in his 
middle twenties. 


Tel 


Three or four years’ agency 
experience is essential prefer- 
ably in Media, but consideration 
will be given to applicants who 
are working in Production or 
Accounts departments. ya 


5-day week : pension and staff 
insurance schemes. 


Box 4284 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required, free-lance, for Yorks, 
Lancs, Staffs, Scotland. Good con- 
nections with national advertisers and 
agents, mainly industry; also high- 
class fashion and luxury goods for 
seven well-established magazines and 
year-books without competition, with 
official backing for home and export 
trade Large advertisement sections 


and feature advertising. 
Box 4249 Ad. Weekly 180 Fleet St EC4 


Phone 


} 


TECHNICAL AUTHOR required imme- 
diately for Publications Department 
Adequate engineering background with 
ability to write good and concise 
English essential. Ex RAF Personnel 
concerned with the preparation of 
Servicing Schedules and related pub- 
lications would be particularly suit- 
able Apply, giving particulars of 
age, experience, salary required, and 
quoting Ref. AW.99. to the Personnel 
Ilicer Saunders-Roe Lid., East 
Cowes, Isle of Wight 


EDITORIAL 
PUBLICITY MAN 


The expanding editorial depart- 
ment of a well-known London 
publicity company requires a 
first-class young writer. He 
should be able to write good, 
accurate copy for trade and 
technical magazines, and be 
capable of editing house jour- 


nals. Keenness and enthu- 
siasm for hard work are 
essentials for success in this 


job which offers genuinely good 
prospects to the right appli- 
cant. Please reply, giving full 
details to 


Box 4297 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG GENERAL ARTIST required 
for publicity department of paint 
manufacturers, NW London Wide 
range of interesting work includes press 
layouts, leaflets, show material, colour 
schemes for customers. This is a job 
where bright ideas are welcomed 
Write giving full details of experience, 
age and salary required No speci- 
mens at this stage 
Box 4254 Ad. Weekly 180 Fleet St EC4 

GENERAL ARTIST required near Bond 
Street Top salary Apply, Mr 
Alsworth MAY 


TYPOGRAPHERS 
VISUALISERS 
PRODUCTION MEN 


Good jobs waiting for good 
men. 

Write, phone or call 
STAFFS ORGANISATION 
111 High Holborn, W.C.1 


HAncery 2550 


GOOD LETTERING ARTIST required 
by The Knighton Studios, 153 Cheap 
side, London, EC2. Pleasant working 
conditions Telephone : MON. 2299 
for appointment 


Process Engravers require 


INSIDE 
CONTACT MAN 


Knowledge of blocks essential. 
Capable of dealing with clients 
on the telephone with initiative 
and intelligence. 


Phone WATerloo 362! 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


| ACCOUNT 
EXECUTIVES 


To sell Point of Sale 
material to National 
Advertisers and their 

Advertising Agents 


The men we are looking for may be operating in 
a similar capacity and want to increase their 
earnings—or they may be engaged in an Agency 
or some other activity connected with advertising. 


The essential qualifications are :— 
A pleasant personality and positive outlook. 


Intelligent attention to detail in the interest of our 
clients. 


The ability to sell new ideas and to negotiate upon 
own initiative. 


Terms of remuneration are attractive and good 
men should soon be in the £2,000 bracket. There 
is a contributary Pension Scheme in operation. 


If you believe that you are worth considering for 
one of these opportunities send full details of age 
and experience in confidence to :— 


| Sales Controller 
| Leon Goodman Displays Ltd. 


119-125 Whitfield St., Tottenham Court Rd., W.1 
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CLASSIFIED ADVERTISEMENTS 


MANAGER 


for progressive 


ADVERTISING AGENCY 
(1.P.A.) 


SOUTH YORKSHIRE 


To maintain existing accounts 
and forge ahead getting new 
ones. We need a man about 30, 
with enthusiasm, a_ likeable 
personality and a natural flair 
for selling. Agency experience 
is a ‘must ’—on the creative 
side for choice. Boundless 
opportunity, agreeable condi- 
tions, non-contributory pension 
scheme. 


Details in confidence to 


Box 4263 
Advertiser's Weekly 180 Fleet St €C4 


All-round 
PRODUCTION MAN 


required 


by Croydon Publishers Advtg. Con- 
sultants. Knowledge typography, print 
design and flair for brochure make-up 
essential. Able to prepare rough 
layouts. Interesting post for person 
wanting more scope. Pleasant sur- 
roundings. Full details experience and 
salary required please to 


Box 4295 
Advertiser's Weekly 180 Fleet St EC4 


FILM DISTRIBUTORS require practical 
Commercial Artist Layout, quick 
roughs and finished lettering for press 


advertisements and folders. Fullest 
details of experience and salary 
expected to 

Box 4271 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


ARTISTS 
required 


for 
First Class DESIGN WORK 
GENERAL DRAWING 
ADAPTATION WORK 


Phone: 
TERminus 8770/0073 


LETTERING ARTIST 


required by 
t _ Good variety of 
Write, stating age, experience, 


London Studio. 
work. 

etc., to 
Box 4289 Ad. Weekly 180 Fleet St EC4 


CENTRAL LONDON STUDIO requires 


good all-round General Artists and 
Letterers. Salaries according to 
ability. Write in first instance to 

Box 4290 Ad. Weekly 180 Fleet St EC4 


PENTAGON 


want another 
studio 
representative 


Ring INGLES or GLADWIN 
Pentagon Design Services Ltd. 
36-38 Rupert Street, W.1. 


GER : 6721 


YOUNG PRODUCTION MAN wanted 


or would train an improver. Harwood 
Press, 21-49 West Street, Harrow. 


Advertiser’s 


An exceptional 
opportunity 
for a first-class 


COPYWRITER 


An exceptional opportunity in a leading London 
Publishing House awaits a first-class Copywriter. 
An ability to prepare rough visuals for studio 
guidance an advantage. 
generous salary with excellent prospects. 
week. Applications will be dealt with at high level 
in strict confidence. Write, giving full particulars 
of experience, age, salary required to 


Box 4282 
Weekly 


The position offers a 


180 Fleet St EC4 


5 day 


SEC. 
SH./TYPIST 


required 


by Advtg. Manager of Public | | 
Company. 


Must be capable of handling | | 
correspondence and acting on 
own initiative. Congenial con- | | 
ditions. No Sats., W.1! area. | | 
Write giving details and salary 
reqd. to 
Box 4231 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS RETOUCHER (good 
salary) required for the progressive 
studio of Artplan Ltd. MAY. 2251 


Contact Mr. Alsworth 


SECRETARIES & 
SHORTHAND TYPISTS 


If you are keen on your work 
and good at your job—we can 
get you a GOOD position. 


Write, call or phone 
STAFFS ORGANISATION 
ltl High Holborn, W.C.! 
CHAncery 2550 


VACANCY FOR 
PHOTO RETOUCHER 


Large industrial organisation 
in the Midlands requires a 
photo - retoucher, preferably 
with experience in engineering 
subjects. Skill with air brush 
is essential; ability in hand 
lettering desirable. 


This is a permanency for the right 


person with entry to Staff 
Pension Scheme. 
Apply: 

Box 4241 


Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST wanted to join 
existing groups in busy expanding West 
End Agency Must have sound ideas 
of design and be able to put down 
comprehensive finished roughs. Write 
Stating salary required to 
Box 4287 Ad. Weekly 180 Fieet St EC4 


LAYOUT MAN wanted with experience 


in producing sound practical roughs 
Must be quick worker able to work 
on his own initiative and also as a 
member of a busy group in large 
London Agency. Write, giving details 
and salary required, to 
Box 4286 Ad. Weekly 180 Fleet St EC4 
ANOTHER TECHNICAL ARTIST re- 
quired with ability to produce top 
rate line drawings from blue prints 
Apply in the first instance to John 
Peters Publicity Ltd.. 106 High Street, 
Beckenham, Kent. Telephone : BEC 
1797 


OPPORTUNITY for bright young 
advertising man, aged 24-30, strong 
on copy, in expanding sales promotion 
department of leading London pub- 
lishers specialising in direct mail. 
Five-day week. Pension scheme. Please 
State experience. 

Box 4273 Ad. Weekly 180 Fleet St EC4 


OLD-ESTABLISHED 


and go-ahead 
publication in Eastern Counties has 
exceptional opening for a Senior 
Advertisement Representative capabje 
of earning upwards of £1,250 a year 
and of taking over advertisement 
managership in near future. Success- 
ful space-selling experience absolutely 
essential Write fully and in con- 
fidence to 

Box 4259 Ad. Weekly 180 Fleet St BC4 


WE NEED 
A MAN 


probably under 30, to take on 
responsible work as an Assistant 
Executive in this expanding 
Agency. His work will have an 
emphasis on Overseas markets, so 
that he should know his way about 
them—preferably literally. He 
should have some marketing, as 
well as advertising experience. 
There are a good salary and good 
opportunities for him, if he has the 


right qualities. Write in confi- 
dence to 

Box 4225 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITING 
EXECUTIVE 


A golden opportunity for more 
responsibility, a higher salary 
and an interesting future lies in 
this small, fast-growing London 
agency. 

The man we are after could be 
in his late twenties or early 
thirties. 

He should be an agency man, 
reasonably experienced in client 
contact and adept in following 
jobs through and should possess 
the creative urge to be agile 
with his pen at any time. 
Ability and enthusiasm will be 
quickly and generously recog- 
nised and, other things being 
equal, professional qualifications 
will command a higher than 
normal reward. Present staff 
know of this appointment. 
Write fully in perfect confidence 
to ‘* Managing Director *’ (who 
alone will open letters). 


Box 4239 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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AuGustT 17, 1956 


CLASSIFIED ADVERTISEMENTS 


Layout and 
Ideas Man 


Leading London Publishing 
House offers opportunity 
to imaginative LAYOUT 
MAN capable of producing 
“roughs” and finished lay- 
outs, adaptations for hard- 
selling press advertisements, 
posters, showcards and 
mailing shots. Good pros- 
pects for applicant with 
right experience and flair. 

Write, giving details of 
career, qualilications, age 
and salary required to 

Box 42981 


Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT APPOINTMENTS WANTED 


ARTIST required for design and lay- 
out of children’s games and toys 
made of cardboard, plastic, metal, 
etc. Very varied. Good at lettering. 
Spacious studio, good working condi- 
tions. Apply in writing only to Cecil 
Coleman Ltd., 136 Pentonville Road, 
London, Ni 

POSTER ADVERTISING. Posting 
Manager wanted for small company. 
State full details of experience, age 
and remuneration expected, in strict 
confidence, to Huddersfield Bill Post- 
ing Co., Ltd., 30, Estate Buildings, 
Railway Street. Huddersfield 


ARTIST. Lady required for creative 
commercial artwork capable of pro- 
ducing good colour roughs and 
subsequently finishing them for re- 
production The position calls for 
quality artwork and versatility No 
fashion work 


Box 4299 Ad. Weekly 180 Fleet St BC4 


PLEET STREET AUSTRALIAN news- 
paper office requires the services of 
an Advertising Man with commercial 
experience. Age between 25 and 35. 

lease state experience, salary re- 
quired 
Box 4294 Ad. Weekly 180 Fleet St BC4 

YOUNG TYPOGRAPHER with con- 
temporary approach required by Pub- 
licity Department for advertising lay- 


out and display material, ctc. Write 
Box 4197 Ad. Weekly 180 Fleet St EC4 


PRINTING SALES OFFICE requires 
Manager (either sex). Know 
simple accounts. Able type. 
first-class shorthand/typist 
handle two-line switchboard. 
suit two friends. Kingsway 
‘Phone : CHAncery 5061. 


ASSISTANT (male or female) to Adver- 
tising Manager required by large 
London publishers Previous experi- 
ence essential Good Prospects 
Luncheon vouchers. Write stating 
age, experience and salary required. 
Ward Lock & Co., Lid., 143 Picca- 
dily, Wi. 


ARTIST (General Junior) required by 
printers and publishers in W2 district 
Good prospects, permanent position. 
Write, giving details of = and pre- 
vious experience, if any, 


Box 4272 Ad. Weekly 180 Fleet St BC4 


CENTRAL ART 


require 
o 
LETTERING ARTISTS 


Fully experienced in Type and Free- 
styles. 


RETOUCHERS 


Mechanical and Figure. 
e 


GENERAL ARTIST 


With experience of Lettering, Re- 
touching and Scill Life. 
Write, call, or phone: 
VICTOR SMITH. 
CENTRAL ART, 
& Photographic Studios Led., 
60, Kingly St., W.1. 
REGent 5416 


PRODUCTION 
MAN 


for medium-sized Agency (1.P.A.), 
Central London. 


Must have Agency experience in 
production of Press advts. and 
print. Chance of management 
and responsibility. Age 23 to 28. 
Happy team. Write 


Box 4293 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO FRODUCTION MAN- 
AGER wanted, age 20-30 
Industria! advertising agency. > 
Pleasant atmosphere. Prospects. Pen- 
sion scheme. Write with history and 

resent salary to 
x 4183 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


DISPLAY MAN 


Anglo-American Experience 


Englishman, with several years 
work in London and New York 
department stores (also experience 
in wholesale and retail furniture 
selling), returning London‘onsholi- 
day September Ist, seeks interviews 
regarding responsible display posi- 
tion in England. 


Box 4243 
Advertiser's Weekly 180 Fleet St EC4 


QUALIFIED DESIGNER 
DISPLAY ADJUDICATOR 


Contemplates new appointment. 
Artist-Executive, with all round ex- 
perience, Colour Printing, Advertising 
display, exhibition design and buying. 
Engineering and electrical knowledge. 
F.R.S.A., M.S.LA., regd. B.D.A. C. ind. 
Design. Many contacts at Director 
level. West End preferred—Four Fig. 


Salary. 
Box 4276 
Advertiser's Weekly 180 Fleet St €C4 


LETTERING ARTIST VISUALISER,. 
man in mid forties, experienced in 
negotiation and administration, secks 
Position af responsibility. 

Box 4300 Ad. Weckly 180 Fleet St BC4 


ART EDITOR, fully 
layout gravure and 
ing, photography, preparing and buy- 
ing artwork, typography and general 
Magazine production, seeks new posi- 
tion. Anything reasonable considered 


experienced ~ in 
letterpress print- 


Write 
Box 4301 Ad. Weekly 180 Fleet Si BC4 


YOUNG MAN (26) secks 
Position Experience in 
public relations, 


type. 
Box 4302 Ad. Weekly 180 Fleet Si BC4 


ADVERTISING EXECUTIVE, technica! 
agency (present salary £800), 12 years’ 
all-round cxperience in advertising, 
PR. journalism, including 5 years in 
present job (but still under 30), re- 
quires permanent senior post in pub- 
licity department on or —— coast, 
Southern England or Wa 
Box 4303 Ad. Weekly 180 Ficet Sc EC4 


AM NOT AVERSE to working a 
24-hour-day in any position providing 
it is lucrative, offers scope and needs 
initiative 23 years’ ex-University, 
advertising and publishing experience 
Box 4304 Ad. Weekly 180 Fleet St BC4 


progressive 
advertising, 
journalism Can 


SENIOR PRODUCTION MAN 


handling National and Technical accounts, 
large provincial agency, seeks situation in 
London offering wider scope, where com- 
Present: hard work recognised. Age 34. 

ag, & income €750. Interview London 


Box 4285 
Advertiser's Weekly 180 Fleet St EC4 


TOPLINE CREATIVE COPYWRITER 
available immediately. London or 
Provinces. Permanent, or will accept 
free-lance assignments. Twenty years’ 
Agency experience all classes clients 
and products. 

Box 4250 Ad. Weekly 180 Ficet St BC4 

TRANSLATION. Writer, fluent French 
and German, specialist knowledge 
Paints, photography, requires work 
(full-time or free-lance) on translation, 
copywriting, etc. Cunningham, 122 
Richmond Hill, Surrey 

TYPOGRAPHER & LAYOUT ARTIST 
(LSIA) seeks position in publishing or 


print 

Box 4257 Ad. Weekly 180 Fleet St EC4 
DIRECT MAIL. A young energetic 

tyke seeks position in Yorkshire. 

Adaptable, willing to help out where 

necessary 

Box 4258 Ad. Weckly 180 Fleet St EC4 


OUTDOOR ADVERTISING 


Fully experienced Contractor’ . 
good organiser tor 
—thorough knowledge of Greater Lenden 
area, seeks advancement. 

Managerial post preferred. 


Box 4262 
Advertiser's Weekly 180 Fleet St EC4 


man 


Phone 


your classifieds 


A SENIOR TECHNICAL AUTHOR 
and two Senior Technical Artists seek 
employment with reputable cngincer- 
ing concern to form or join technical 
Publications department 
Box 4291 Ad. Weekly 180 Fleet St BC4 


PROVED ABILITY offered by %0-year- 
old Advertising Man. Good all-round 
Practical experience with agency and 
client, including year as Acting Adver- 
tising Manager to national advertiser. 
Secks post as Publicity Manager or 
Assistant in big department. London 


area. 
Box 4288 Ad. Weekly 180 Fleet St BC4 


YOUNG FASHION ARTIST sccking 
apprentice «job Trained Guildford 
School of Art. 

Box 4236 Ad. Weckly 180 Fleet St EC4 


MERSEYSIDE. Young Advertising 
man (23), experienced sales adminis- 
tration, national and provincial press 
advertising, layouts, blocks, printing 
Processes, type, point-of-sale, desires 
post. Available one month from en- 
agement. 

Box 4275 Ad. Weekly 180 Fleet St BC4 


SECRETA —_ 


igmore Agency, 
eHUNter 9951 fais. 


FREE LANCE SERVICES 


RETOUCHING and General Art Work 
Free-lance seeks commissions 
Box 4237 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS FIGURE ARTIST secks 
commissions. 


Box 3691 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


FREE-LANCE. Ideas, copy, layout 
typography. Agency-trained team 
Box 4279 Ad. Weekly 180 Fleet St EC4 

FREE-LANCE or part-time work 
quired by journalist/copywriter. Editor 
of house magazine, advertising agency 
experience, and many useful contacts 
in industry and journalism. 

Box 4278 Ad. Weekly 180 Fleet St BC4 

WANTED. Free-lance Artist or Re 
toucher to share part accommodation 
with existing studio Own $separat 
room WC2 district {2 15s. pw 
"Phone : ARNold 7691 


BUSINESS OPPORTUNITIES 


DEEP GLOSS Metal-Glazed Showcards. 
another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for spec: 
men and estimate. Dispro Lid., 36-}* 
Peckham Road, S.E.5. Tel 
7171 © lines) 


SPEEDY PRINT SERVICE 


for all Advertising and Sales litereture. 
Top Quality jack-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5645. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


OWNERS of Technical, 
Publication, wishing expansion and 
economies, will purchase similar, 
amalgamate other publishers, or sell 
Principals only 
Box 4248 Ad Weekly 180 Fleet St EC4 


PERSONAL 


HOLIDAY RELIEFS! District Mes- 
sengers are available for the quick 
delivery of letters and pe REGent 
1026, 191 Piccadilly, I 


Internationa! 


MAYFAIR. 
sq. ft 
turers 


Two floors (approx. ‘500 
each) available to manulsc 

as London showrooms for dis 

play of own products "Phone 

secretarial service, etc., if required 
Attractive rental terms. 

Box 4265 Ad. Weekly 180 Fleet St PC4 


ACCOMMODATION. 


To be Let 


CLEMENTS INN 


STRAND 
MODERNISED OFFICE BUILDING 
8000 fc. 


sq. 
also 
FIRST FLOOR SUITE 
sq. 500 fr. 
Particulars from 
DONALDSON & SONS 
4, a St., S.W.! 
WHI 4516 


AVAILABLE NOW. Excellent first 
floor office suite, Holborn Bars, £500) 
p.a. inclusive. ‘Phone: CHA 2093 


SALES AND WANTS 


OFFERS nearest £200 for Copyline 50 
Machine and equipment. New 195 
Little used A. W. Hewetson Lid. 

London Road, Macclesfield 


MISCELLANEOUS 


SNAPPY JINGLES (Slogans), any sub- 
ject. Writer anxious to contact 
Agency 
Box 4292 Ad. Weckly 180 Fleet St EC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
Photo-litho process plant). 
CARILLON PRESS LTD., 
Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 
London Ojice 4a Bloomsbury 
w.c.l 


Phone: CHAncery 2065 


to WAT 3388 (Ex. 25) 
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Planning next year’s 
advertising budget? 


Consider the importance of free advertising sites right in the shop 
itself. Redfern Advertising Rubber Mats are point-of-sale reminders 
that are always on display because they are welcomed by retailers as 
part of the shop furnishings. Colourful, permanent and hardwearing, 
these mats can incorporate any trade name, mark or slogan in a wide 
variety of colours. They have been used by experienced advertisers for 
a quarter of a century—put them to work in your retail outlets! 
DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


Write for folder amusingly illustrated by EMETT. It 
gives complete details and examples in colour of these 
permanent point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 
NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, HYDE, CHESHIRE 


Arthur Upton Service 


ADVERTISER'S WEEKLY, Friday, August 17, 1956 


— STOP PRESS — 


‘Housewives’ choice’ programme to be 
screened on Saturday mornings 


ABC Television Lid. and Asso- 
ciated Tele Vision Ltd. are to transmit 
a morning programme, presenting 
up-to-the-minute information about 
shopping and ideas for the home, 
from 9 to 10 a.m. on Saturday morn- 
ings on the national network, 
London, Midlands, Lancashire from 
September 15. It is expected to 
include Yorkshire when it opens at 
the end of October. 

It will be a musical programme 
incorporating housewives’ requests. 

A housewife (Joan Edwards) will 
play records while doing a number 
of household and domestic jobs, 
introducing many new lines and 
ideas. 

A W-second spot on the complete 
national network will cost £100; a 
60-second spot £160. There will be 
nothing less than 30-second spots; 
over 60 seconds will be pro rata. 
There will also be a development 
discount for the first 13 weeks of 
15 per cent, bringing the 30-second 
spot down to £85 and the 60-second 
spot to £136. Advertisers booking 
into the development period will 
have first option on continuing their 
series beyond 13 weeks. 

These rates mean that on a 10 per 
cent rating of national network 
viewers, the cost per thousand per 
W-second is 9s. 9d. 

To enable advertisers to use live 
commercials there will be a store 
setting where the shopkeeper will 
both show and talk about adver- 
tisers’ products. This is claimed to 
be ideally suited to the last-minute 
reminder of special offers, reduced 
prices, etc. The cost of using this 
live commercial facility will be £20 
per participation. Ordinary film 
commercials can be used and the 
programme “offers opportunities for 
the musical jingle,” say the con- 
tractors. 

Both ATV and ABC advertise- 
ment sales departments will deal 
with inquiries. 


Talks on two 
‘NoW’ comics 


Talks were being held in London 
this week between the “News of the 
World” and Eric Bemrose Ltd., of 
Liverpool, over the future of “TV 
Comic” and “Rocket.” Both at 
present are published in London by 
the “News of the World” who are 
large shareholders in the Bemrose 
concern. 

Stanley Baker, general manager of 
the “News of the World” said: 
“Things are still very much in the 
melting pot.” In Liverpool a spokes- 
man for Eric Bemrose—who has 
been in London this week—-said that 
a statement might be made at the 
end of the week. 


From September 1 advertisement 
rates for the “Institute of Petro- 
leum Review” and the “Journal of 
the Institute of Petroleum” are to 
be increased. Both monthlies have 
the same rate. A full page (one 
insertion) is to be imereased to £35 
(from £30), a half-page £19 (£16 10s.) 
and a quarter-page £14 (£12). A 
two-colour page is £13 extra (£10). 


Circulation of the “Journal” in May 
was 4,449 and the “Review” 4,293. 


“Impact” is to publish annually two 
new reference works, “Who's Who 
in Advertising” and “The Impact 
Yellow Book.” The former will 
give the names and particulars of 
the top executives of agencies, of 
national and technical advertisers, 
and of the various media. “The 
Impact Yellow Book” will be a 
guide to British advertising, and will 
include a glossary of terms. Copies 
of both books will be sent, under 
“Impact’s” controlled - circulation 
scheme, to the chief executives of 
every firm spending £10,000 a year 
or more on press advertising, and 
also of every advertising agency. 
In addition, further copies will be 
sold at 5s. each, bringing total cir- 
culation to an estimated 4,500. It 
is hoped that both books, to be 

ished in the same format as 
.”” will be ready by the end 


A 19-year-old Birmingham art 
student, John Fitzmaurice, has won 
the poster competition of the Elec- 
trical Engineers (ASEE) Exhibition 
Ltd., which they sponsor each year 
in order to select a poster to be 
used for the following year’s exhibi- 
tion at Earls Court. He is a student 
at the Birmingham College of Arts 
and Crafts. The poster which won 
him the 50-guinea prize shows an 
electric power pylon in animated 
form, which is painted in blue with 
white in line on a dark purple. 
Vertical yellow lines represent the 
power cables and connect the two 
main lines of lettering. Second 
prize was won by F. J. Workman, 
a 27-year-old art student of Folke- 
stone, Kent, and third prize by Mrs. 
Florence Marion Hales, a housewife 
of Bournemouth. 


A. L. Askew, managing director 
of Coventry Newspapers Ltd. has 
been elected president of the Coven- 
try Publicity Association. Other 
officers: S. H. Newsome, president- 
elect; Monty Butler, vice-president : 
John Fietcher, vice-chairman; Ron 
Jephcote, honorary secretary; Mr. 
Butler, honorary treasurer; Harry 
Leary, honorary auditor. 

Council members elected were: 
C. Bowack, E. Andrew, P. Thomp- 
son, A. D. Taylor, G. Yates, 
D. Head, H. Parbury and T. Kimp- 
ton. 


The book plate designed by 
Reynolds Stone for insertion in the 
books of the Advertising Associa- 
tion’s library is now ready. It 
incorporates an heraldic griffin. 


“World Christian Digest” will 
include a special supplement on 
church advertising in its October 
issue. The nucleus of this will be 
a condensation of the booklet 
recently issued by the Advertising 
Christian Group. 


During September, October and 
November Murphy advertisements 
appearing in the national press will 
be reinforced by Il-inch triple 
columns in 29 leading regional 
oo Agents are C. R. Casson 


Printed by St. Clements Press Limited, Portug-* Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 


registered offices : 


180 Fleet Street, London, E.C.4, England (Waterloo 3388) 


Advertisement, Editorial and Sales office : Mercury House, 109-119 Waterloo Road London, S.E.1 (Waterloo 3388) 
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